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Blair-TV iiilrod ure- 
a n^w Iwo-^eclion rale 
card with ^li^C(»nnl- in 
Cla>^ AA & A lime 




lEW LOOK AT MARKETS. 

arch at Tcle\ i-ion \(l\(M li>in^ lu^pif^-tMiliilixe-. inc.. uullino iniu>ual prculncl- 
fLtn >liulie> hr'll niuKMlake. to T\ \K Spot Spr(Mali>l> Dd\o i leiuhM-oii and Hoi) 
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1 luarkel inloniialioii. aro two ways llii> new vc\) fiini phiii> to acKcrlixM- uiort* 
I lliey go to niarkel. FJlV(li\o Jiil\ 1. Tv \R will icpio-cnl niajor-niarkol oulK'l- 
i'TV Ho>ion, \VJZ-T\^ Bahimorc. KDK \.T\ Piii>l>ui glK KVW -T\ Clevrhnul. 
X Sail Franoi>eo . . . Nlalioiis of the \\(\-lin^lion-c B^)a(lca^lillg (lonipain, \in\ 
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RADIO STATION 



WHK 



The 38 year old Voice 
that means Business in 

CSeveland 

announces the appointment of 

JOHN BLAIR 
& COMPANY 

as national representative 
effective June 1, 1959 

METROPOLITAN BROADCASTING CORPORATION 
JOHN W. KLUGE, Chairman of the Board and President 





Don Juan made things happen in Spain . . . and 



WPEN 



WPEN is the only station in Philadelphia 
broadcasting Signal 95 — on-the-spot tape 
recordings of traffic violators by police 
officers who are wired for sound! The actual 
conversations. .the excuses. .the arguments! 
In Public Interest . . and in Sales . . WPEN 
Makes Things Happen In Philadelphia. 

WPEN 

Represented nationally by 
GILL — PERNA 

New York, Chicago, Los Angeles, San Francisco. Boston. Detroit. 



it's 

getting 
to be a 

habit! 




During the past 12 months, 
WBIR-TV's average ARB Au- 
dience Ratings have increased 
more than 15^7. Call KATZ 
for information. 

WBIR-TV 

CHANNEL "| 

KNOXVILLE-TENN. 
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How fv shows stand up in summer 

31 Nielsen !»tu(ly of >uninier \ winter network pro^^raniini: re\ral>: -anu* 
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WHO-TV IS 
TOP BANANA"! 



\X'HO-TV is on top of the bunch in Central Iowa 
television, and the formula's as easy as pie — 
banana pie! 

WHO-TV simply gives this booming S2 billion 
market the very best there is hi television. 

And WHO-TV nourishes its giant audience, with a 
terrific library of top film packages. Three top rated 
daily shows (Mon.-Fri.) are exceptional, low cost 
*'buys" for your announcements. Cumulative ARB 
ratings are: 

FAMILY THEATRE (Noon-2 p.m.)— 42.0% 
EARLY SHOW (4:30-6:05 p.m.)— 47.9% 
LATE SHOW (10:30 p.m.-sign-off)— 3 1 .7 % 

Ask PGW for ALL the reasons why WHO-T\' is 
"top banana'* in Central Iowa! 

ARB SURVEY 

METROPOLITAN DES MOINES AREA 
(Jan. 12-Feb. 8, 1959) 





FIRST PLACE 


QUARTER 


HOURS 






Number 


departed 


Percenlage of Total 






1-Week 


4-Week 


1-Week 


4.Week 


WHO-TV 




345 




52.5% 


56.6% 


Stollon K 




174 


161 


37.3% 


34.5% 


Station W 




43 


35 


9.2% 


7.5% 


Ties 




4 


6 


1.0% 


1.4% 




WHO-TV is pan of 
Central Broadcasting Company, 
which also owns and operates 
WHO Radio. Des Moines 
WOC-TV, Oavenpori 
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Channel 13 • Des Moines 




Col. B. J. Palmer, President 
P. A. Loyct, Resident Manager 
Robert H. llarier. Sales Manager 

^^J^ Peters, Griffin, Woodward, Inc., 
National Representatives 
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I\^idday, early evening, late evening audiences 
— K NXT's new three-way plan readies and sells 
all three . . . with Los Angeles television's finest 
motion picture entertainment. 

As part of its exciting new program schedule, 
KNXT now broadcasts three popular feature film 
shows each weekday: "T he Noon Sho w"( 12:05- 
1:30 pm) with films appealing primarily to the 
hou sewife .. . "The E arl y Sho w" (5:30-6:55 pm) 
highlighting movies for family enjoyment.. . and 
" The Late Show " (11:15 pm to conclusion) which 
presents adult motion pictures of wide appeal. 

Individually, each film program, made up of 
feature hits from the major Hollywood studios, 
is seen by large audiences. But buy all thr ee 
and you'll be getting unbeatable coverage of 
the entire Los Angeles market... because, year 
after year after year, the greatest number of 
viewers watch the greatest motion pictures in 
Southern California television on... 



Ov ■- r ■ Ch-^nn. ■' ? in Lc - Ang"fr.< 



KNXT 



97.2% 

OF VIEWERS IN 

Albany, Ga. 

ARE TUNED TO 

WALB-TV 



('special ARB) 




WALB-TV's NEW 

1000 FOOT 
TOWER 

ALMOST DOUBLES THE 
EFFECTIVE WALB-TV 
MARKET IN 
SOUTH GEORGIA AND 
NORTHWEST FLORIDA! 

• GRADE B POPULATrON 
NOW IS: 

730,600 

• GRADE B TV HOMES 
NOW ARE: 

126,200 

Write for 

new Coverage Mapf 

WALB-TV 

ALBANY, CA. — CH. 10 




Rjyinond E C.irow. General Mjn.iRcr 
Rcprcscnicd N.ilionjiiy by 
Vcn.ird, Rinlout b McConnclI, Inc. 

In the South by Ijmcs S. Aycrs Co. 
One R.ilc Cud 



NEWSMAKER 
of the week 

77iis nt'pk ti yniut^ man inovrd into a job iihirli may noil 
prope} him into one of tite hn^Iitest hroadvnst spotlights by 
yearns end* lie is Jtunes T. Aitbrey^ Jr,^ tO-yenr-old exorittivp 
r,/>, of CBS Tl\ nliont insiders predict will he the next presi- 
dent of that netivork. If so, he^ll be the youn^iesi in nny net 
history and^ some .Sfiy, the t on ^ best and most agit^ressive. 

The newsmaker: Jnine^ T. \iil>n'\. Jr.. in thi? newK cre- 
i> f(K'n>inir an nrriu of a(I\ tM ti>ing. pn>i;rainin^. s>aies niui 
|)<M>(HKii talrnts wliicii iiuikc liiin a top r()nt(Mi(l(M' foi' network l\ 
lciul<M-^hij). Hut he (\v>cy\\ c> hi> lole in modern tcrrn>: a> a '^central 
[xnnl tinouirli wliicli all (^)niinnnirati(>n> are cliaiiiu^led foi" a coordi- 
nated efTort of ail net l\ d(*|>a^tnlellt^. * 

ll(^ sa\s tlie fall i)ro<;rani scliednie i> "prellv well >et." and the 
transition to his new a>>ii»nn;ent i> heing niad(* at a time w lien 
"llieveV the U\i>{ interriii)tion in piamiinji and with as Httle elTorl 
as possihle.' 

lUit his first hi<> steps nia\ u(dl 
he in pro^raininj: because I 1 I \hc 
two top men ha\<* left and l2) his 
own interests. assoeiat(*s sav. are 
miiinK in this area. 

Uotli former an<I pre'^enl associ- 
ates eall him "toujih/' W hat (h) 
tlic\ mean? "I nusuallv aii^ircs- 
si\(\ stnl>I)()iii aI)ont liis opinions. 
f<nlhriulit in assert inji lh<Mn." 

TUc) also eall him inia*riiiati\ <\ 

and a "solid adman." Some of , . ; 

, , , .11 . r James 7. 4uhrr\. Jr. 

hotli lie aetpiired 1>\ osnnisis irom 

his fatln^r. ionjr-tinu* a<l executive in Chicauo < Xnhicv. Fiidav. \lav- 
Ie\ \ ll<>d»>soni wlieie \oun^ Anhie\ was raised, lie was «>radualed 
with hoiKM s from I*rine<*lon i llii^ulisli lit. ) and s<m \ ed as an Aii" 
l'(>re<* major in World W ai II. 

lie h^aiiunl nia«ra/iiie and piinl h(doie i;oin^ into hroadrasl at 
KW-KWr. Los Anf>(*lcs. On the W est Toast until '36. he was general 
manai!er of KWT and the ('ohiinhia Tacifie n<'lwork and th<Mi nian- 
auer of network pionianis. W hen h<» r<Unrn<'d lOasl he worked at 
\\\C 'yy as \ .p. for pi-o2rainin»'- and talent until \pril. 10."io. whcu 
he joined C\\> T\ as \ .p. for cnMlive ser\ i( <*^. 

\lr. \ul>ie\ lives in HronwilU* with his uif(\ a('tr<^^^ IMnllis Thax- 
ter. and llu-ir (diildicn. Susan. \'^. and .lame-. 0. Il(* is a ukmuIxm" of 
the Hrook (!hih in Maidiattan an<l \pawaniis ('ounlrv (]hd> in Wot- 
che-lei. Il<* h<»pcs l() renew active pai ti(Mpatioii in communitv wtuk 
h<Man*^<' " This an oi)li»ration \\<* all ha\<\ 





NEWSMAKER STATION of the WEEK 





NEW YORK: 

527 Madison Avenue 
New York 22. N. Y. 
Plaza 9-7760 



robert e. eastman & co., 



mc. 



national representatives of radio stations 



CHICAGO: 

333 N. Michigan Ave. 
Chicago, Illinois 
Financial 67640 



SAN FRANCISCO: 

Russ Bldg. 

San Francisco. Cal. 

YUkon 2-9760 



DALLAS: 

211 North Ervay Bldg. 
Dallas, Texas 
Riverside 7-2417 



ST. LOUIS: 

Syndicate Trust Bldg. 
915 Olive St. 
St. Louis, Missouri 
CEntrai 1-5055 



LOS ANGELES: 

Taft Building 
1680 N Vine St. 
Hollywood Ca'. 
Hollywood 4-7276 



TAKEYOilR 




PULSE 
and NIELSEN 
AGREE! 



K-NUZ 



IS 



Jan. .Feb., 1959) 



No. 1 



. in total rated periods 6:00 AM to 
12:00 Midnight, Monday through Friday. 
K-NUZ is also top-rated on Saturday and 
Sunday, too! 



■y^., (Jan.-Feb., 1959) 




K-NUZ is No. 1 in total time periods from 
6:00 AM to 12:00 Midnight Monday 
through Friday, plus delivering the 
largest per cent of adult listeners! 




\ • 



♦ / 



Houston's^ 24-Hour 
-MiisTc ani^e^s^ 



No. I with the lowesf cosf per 1000 
lisfeners in fhe Housfon markef! 



National Reps.: 

TlIE KATZ AGENCY, Inc. 

• New York 'St. Louis 

• Chicago * San Francisco 

• Detroit * Los Angeles 

• Atlanta • Dallas 



IN HOUSTON, 
CALL DAVE MORRIS 
JAckson 3-2581 
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The Chicago 
salesman who 
calls on 
3,000,000 
different homes 
a week . . . 
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EXPENSE ACCOUNT: 284-PER-THOUSAND! Difficult 
for the ordinary drummer. Easy for WMAQ! 
Any advertiser who buys a full-rotation, morn- 
ing-afternoon-night, schedule on WMAQ can ex- 
pect to reach almost million different homes 
during an average day— 34.6^r of all Metropoli- 
tan Chicago radio homes. In an average week, 

* Chicago Cumulative Puhe Audience, Jan. '59 



his selling messages will be heard in more than 
3 million different radio homes— 70.6% of those 
in Greater Chicago. All for as little as 28^'per' 
thousand-homes!* Don't knock yourself out 
beating down the doors in this station's market. 
WMAQ will be happy to open them for you! 
NBC RADIO IN CHICAGO -SOLD BY NBC SPOT SALES 

WMAQ 



GIANT 



MARKET 



CA£SARS.HEAD ' • SPARTANBURG 
♦GREENVILLE 




The Giant 
of 

Southern 
Skies" 



GIVES YOU ALL THREE . . . 

GREENVILLE 

SPARTANBURG 
ASHEVILLE 

. . . with total coverage area 
greater than that of Miami, 
Jacksonville, Birmingham or 
New Orleans 



82-County Data (within the 100 
UV/M contour) S. M. Survey May 
10, 1959 



POPULATION 2,946,600 

INCOMES $3,584,180,000 

RETAIL SALES. . .$2,387,606,000 
HOUSEHOLDS 751,900 

Represented Nalionaliy by 
WEED TELEVISION CORP. 



CHANNEL 4 

WFBC-TV 

GREENVILLE, S. C. 
NBC NETWORK 



RADIO ArflllAU THE PttDMONT GROUP" 
WF8C - GREENVILLE WORD - SPARTANBURG 



by John E, McMillin 




Commercial 
commentary 



Love me^ sell my soap 

Ihc ()lh<M" ni*;ht \\h<Mi Ward lloiid ^t(*|)p(*d oul 
of i9l]i (4>ntin'\ W Nomina iiiid a parliciilai 1\ 
ldi//ard-riddtMi rpisodr (>{ // (if*;<)n Tiain. and 1 r- 
^an a folk^\ pllcli foj- Vonl elation \va^()ii>. I 
<i(it ti) thinking lon^^ and cNnically ahoul talrnl 
('onii'a<1>. 

01>\iousl\. tin* U (ti^on Train rontract rall> for 
Major Vdaiiis and I'lint Mfduiion^li lo niakr a 

en tain nutnlKM" of roninirrcial appraranre^. jn^l a> Matt Dillon lias 
to spoul from Html Hill about lAM ci^iian^tli^^ and (1oz<mi> of oIIkm- 
l\ >lars ha\<* to nkijr \arious inaj)propriale prodnrl;^ \\itli ^idd\. 
cart'fror, anaclironisti( i-rliizoplirenia. 

r>nl what 1 want lo know i> -\\lio\-. in>i>tini; on all llll^? 

M\ own rxniri^ni alxHit llii> ciirrrnl \(»^iiue foi* turnin*: >iar^ into 
>al*'snirn dales back to m\ r\p(>ri(Mict's in n(^iiotialin^ conlrarts with 
ltrad\ cd lalrnl ajicnls in llollxwood and \c\\ \ ork. 

L<1*> not kid our^*d\r>. Those contract clan>cs which call for the 
ii[)pcarancc of pcrfornlcr^ in cinnnicrcials ar<> not (in mo>l raso. at 
i<\a>t ) put there foi' praclieal. Iiard-lieaded lni>ine» rea>on>. 

I he\ re not tht^e h<M*aiise some (^reat Hia \^cnc\ Brain, usini: 
Sdnverin. Dichler. a^troloji \ and a halle]-\ of I HM machines ha> 
Icai'iK^I positi\cl\ that sncli comnnMxiaU aie mor<> efTective than 
otiier t)j)cs. 

Ihdl no. rhe\ re nsnall\ iiududed for the mo>l ^reed\. 
>elfish. and ijznominioiis r(»nsons. 

1 know Itecaiisi^ 1 \c often insi>lcd on them tnxself. 



>haniefiil. 



(iliiseis t'<»r t<)':i'th«*riie*s 

Perlinps. if \oii lia\e iie\cr heen in lhi> Inanch of 



le ad l>i]>i- 
)<» moli\a!ion^ of iho ^tar- 



iiess. \ on won t innnediatel\ re(M>^ni/e 
[Jllell. 

Next time, iiow e\ ej'. \ onr fax orite W extern hero >teps. w 1th a 
^niokin^r 1.1. from the >handdes of ihc I .a>t h Sahion and >tart^ 
hiirhlln^ ahoiit >oiiie hrnnd of hreakfa>l food that Cn>ler ne\ er 
dreamed (J. \ on might ask \oiirself whicli of follow inu lias made 
him sink so low : 

Resentfucnt . An awfnl lot of aaen<^\ iren and ad\eiti>er> d<>epl\ 
roent t\ stars, and exact scja ice in coimiiercia's a^ a kind of [XMianee. 
(*'lf we liaxe !<» pa\ that perfnmed jerk snch a poi of dough, llicn 
1)\ gosh, he's going to Inn e lo sell." I 

i.omiH'titivc jc(u.\. \ \cv\ iiigli p(Mcentag(^ (tf >lar appearances in 
coniinei eials. aie sriieduled for no rea>on exc<>pl llial the competition 
is doing the ^amc. ( 'M f Mortimer Mahchi in ^uddlosore \> selling 
(fooie^. then we gotta ^ee we g(4 tin* same privilege in onr eontiact. 1 

llorse-trtiditi'f*:. Often when a negotiation longli. the commer- 
cial n>e (»f a l\ >lai i^ lo»c(l in a> a ^o[) to Ccj Ixmhs. oii're ^teal- 
ina me Mind. \he. and thn^e e>calator clause^ will ruin me. lint 1 H 
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AS 

REPORTED 
IN ARB 
APRIL 
1959 




JUST LUUK \r THIS MAHKliT IIAl l! 



And you got in ore impact 
dollar in radio on 


and ciroulation |hm* 


WNDE-Railin 


30.1)00 watt- 
1060 KC 


NcM Orl(*ans 




Kl\DE-Rariin 


0.000 uatts 
1390 KC 






K<1J KoMlt. \ ire-IVt'^. 


& Grn. Wit, 



population 

lloU^(dlo|d^ 

Coii>uint'r Spt'iulahle Inroiiie 
KootI Salt> 
Drug ^alc^. 
\utomoti\c 5alo> 
GtMieral Merchandise 
Total Retail Salt*- 



I."^2(».100 
123.600 
Sl.TOI.lOO.Ol »0 

> 3()o.u;().ooo 

200.53^.000 
S 1 n!.7r/^.0(»0 
>l.2{I0.2o5.0(H) 



KNOE-TV 

iSot' Enterprise, Ino. 
James A, Noe, Jr., Presitlent 



Lliiniiii'l M * iMuiirni!, Lii. 
A JiiiiiMs /\. Statinu 
CHS • AflC 

Paul 11. (fiddnian- l Aeruti\e \'iee Pre-iderit 
and (general Manu^er 
Kepre.-enttMl 1>\ WW T(H(nision. ln< . 



SPO.\SOR • 6 Jl\NK 1950 
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Commercial commentary continued 



"Sunny" 
Knows 

"Suiiii v '' Liiov\s \\ SUN fle- 
li\er:^ rnore radio lioiiies. at 
llie lowest cosl per home of 
any slation in the lieart of 
Florida.* 

W'Sl \ i> i)ro*:rnine(l for 
service . . . and for bales, 
and ha^* heen making friends 
in I'lorida f(»r 31 years. 




VEr4ARD. RmiOUL & HcCOr4r4ELL 
)AMES S AYRES 

•NCS 2 




>i^n if \un ll a^ree lo luno umr hny do 2f) one-niinule >])ot> for 
fr(M\" » 

/ II anna he loved, Slran^(d\ eiioujj:li. lhi> h h\ far the conmione^t. 
nio^-t potent rea><jn for >tars in ronimercials. Many agenr\ men and 
man\. nunu tdients lia\e a des|>erate and pathetic need to l)e appre- 
eiated jtarticularK h\ \\ell-kno\sn personalities \vlio>e names make 
iwws, The'iY insistence that t\ stars engage in selling i)itche? is often 
jiist a f(»rl<»rn litth* hid for l<»Ye and att<Mition. ( "\\ want \ou to 
f(»el that \ <»u*r(* i»art of tlie family, a real memher of our sale? 
t(\mi.") O llollyuo(»d. \shat a<lvertising rriuio are committed in 
tin nanu*! 

Fv's? real selliii*; titars 

('d\ en the^(» ni(iti\ ations. it is not surprising that so many star- 
ridden eonnnercials are weak. tri\ial and uncon\ incing. 

J'ni not particularl) cuncerned hy the lack of logic, or the hreak- 
ing (»f an ''illusion ' wlieu a Ste\e (>an\on or a \\\att Harp drop 
theii Vir l*'orc(* or Dodge City halos to plug an ad\ertised hrand. 

liut I do know tliat tlie indiscriminate, and frenzied use of stars 
in connn(M'(Mals leads to sonu* urett)' had selling. 

It takes more than a name, nr (nen acting ahilit). t<» make a top- 
notch t\ sale.sman. \nd if \on l<»t \ours(df get infatuated with the 
id(»a of having yonr dramatic lier<» do your connTiercials. yon mn\ 
easily lu* ovtMdooking far more (^Hicient advertising methods. 

'lliere are. of ((tnrse. som<» stars who are *'\traordinarily gifted 
salesmen. At tlu* top you'll have to \n\{ Vrthnr (/odfrev. r<*gardles* 
<d w liat \ <m ma V tliiuk of lii> i>rog ranis. He*^ the <>ld nia^tcM" 
par e\c<dlence. 

(Jarr\ Moor(\ doe> an increasingh fine j(d) for \\ in^t<m<. and 
N'^ictor iMUge. in an oiTl)eat \\a\. niak**s l*ontiac coinincreials amus- 
ing and strangely convincing. 

Harltara Hrilton sceiiis to u\e mie (»f the ver\ finest salesmen on 
tin* air. What sin* doe> witli a lie\ Ion (M)nini<*rcial is nothing sliort 
*»f inira<ndons. C(»smetic <'op\. inost i)C(ii)le deliver it. -<mnd? 
nrcli. <'o\. tri\ ial and |»lion\. Hut l>nrl>ara gi\(\- it a sinoeritv and 
sueetn<'ss and f(Miiininit\ tliat is wholK Ixdicvalde and attractive. 
Slic is a Iremendon-^ conmiercdal as>et. 

r>nt for (n(MV star whose manner and deli\erv unillv cnhaiK*' a 
t\ ^pot. tlxMc nr(» dozens wlio add nothing hut tlieir names. And 
>onie Uftn-stais can outs<dl most hig names oin* handed. 

Vrtiiallv. of (N)nrs<\ t\ selling is a i»rofe>si(»ii all its oun. It re- 
(piire-' a particular kind of pers(Miaiit\ . < onj»led uitli si>cciali/ed 
training and e\i)eritMH'<\ Vnd it nhnost imariahlv invfdves an ap- 
proacdi to the andienre that is diiT<M-cnt from that of an actor. 

1 siispcci lliat. o\ (M the V(\irs. we re going to ^ce a gr(\itl\ in- 
creased (hMuand foi tli(*^<' traiiuMl t\ ^aicif per>onaiiti(*s. There* s evi- 
<lcnce toda\ of a gr*)wiiig need for them at Ixtth tin* n<»t\\ork and 
local iev<d>. 

I'm sure. too. ihat personal sidling the direct ajipeal of one p<*r- 
>on to tin' t\ an<licnc<* will (M)ntiniM* {^> he the nio>t jutjmlar. and 
nntsl (^fT(M'li\e single t\ conuncrcial t(Mdini(]nc. 

Hnt (lou t let pride, re^eutnicnt. a ciii-<ding negotiati<Mi. <n* the u<*(h1 
to ite h>\cd h\ Ihtllvwuod (■<'i<'i)riti<*s trap \oii into thinking thai a 
<lianiati(^ star i^ neccssarilv vonr he^t salesman. 

\o f*»oiing. fello\\>. nio>l of lliem are dieadfnl. ^ 
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NO MATTER WHAT 




IT IS.... 



MORE OF YOUR SIOUX CITY CUSTOMERS ARE WATCHING KVTV 

Whether it's Saturday morning at 7:30 watching Saturday Semester'' or mid-evening — quality pro- 
gramming results in more viewers. 

No matter what time it is right now, call your Katz man. Ask to see the February-March ARB which 
proves why KVTV is the best buy in Sioux City. 

*Saiurday Semesfer. Dr. E. Theodore Bauer, Senior Professor of the Family** each Saturday morning from 7:30 to 8:30. One 
Sociology at Morningside College, Sioux City, is pictured above. hundred eleven students enrolled in the course w !l earn two 
He conducts his KVTV College Credit Course. "Marriage and semester hours of credit in sociology when the course is completed. 



fliVTV 

CHANNELS . SIOUX CITY, IOWA 

CBS • ABC 






PEOPLES , 


BROADCASTING CORPORATION 


WGAR 


Clevelond, Ohio 


WRFD . 


Worthington, Ohro 


WTTM 


Trenton, New Jersey 


WMMN 


Fairmont, West VIrg r>io 


WNAX 


. . Yonkton Soutti DoKoto 


KVTV 


. . . Sioux City, Iowa 
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SEATTLE 
OFFICE 



CHICAGO 
OFFICE 




BOSTON 
OFFICE 



DETROIT 
OFFICE 



SAN FRANCISCO 
OFFICE 



NEW YORK 
OFFICE ' 



ST. LOUIS 
OFFICE 



LOS ANGELES 
OFFICE 



DALLAS 
OFFICE 



JACKSONVILLE 
OFFICE 



Teamwork to reduce selling-tosts 




HARRY SMART, i k < prrsidcnl, has clmrf^c o/ 
lilair-TV'a Chirtv'o of/nr, onr of /< ti offices 
proridinf; a fast i /finrnl sen n <' lo Adrrr- 
tifiina ihf onnhotil ihc I hutrd Statrs 



A NATIONWIDE ORGANIZATION 



In their continual drive to reduce 
costs of distribution, the midwest's 
great food companies rely heavily 
on the power of Spot Television. 

Their advertising decisions 
demand up-to-the-minute data on 
markets and stations — data 
instantly available through Blair- 
TV's Chicago office. 

Blair-TV operates on this basic 
principle: that alert, informed rep- 
resentation is a service vital not 
only to stations but also to all Ad- 
vertising and to the businesses de- 
pendent on it for volume and profit. 



BLAIR-TV 



P'rom the first, our list has been 
made up of stations and markets 
we felt in position to serve most 
effectively. Today these stations 
are located in 26 of America's 
greatest markets. Together they 
cover 56 percent of its population, 
virtually 60 percent of its eflective 
buying power. 

In its area, each of these stations 
stands as a powerhouse of selling 
force. To help advertisers and their 
agencies make most profitable use 
of that force, is the constant ob- 
jective of our entire organization. 



AT THE SERVICE OF ADVERTISING 



W-TEN 

Albany-Troy-Schenectady 
WFBG-TV Altoona 
WJZ-TV Baltimore 
WNBF-TV Binghamton 
WHDH-TV Boston 



WBKB Chicago 
WCPO-TV Cincinnati 
WEWS Cleveland 
WBNS-TV Columbus 
KFJZ-TV Dallas-Ft. Worth 
WXYZ-TV Detroit 



KFRE-TV Fresno 
WNHC-TV'^ 

Hartford-New Haven 
KTTV Los Angeles 
WMCT Memphis 
WDSU-TV New Orleans 



WABC-TV -New York 
wow-TV-Omaha 
WFIL-TV-^ Philadelphia 
WIIC -Pittsburgh 
KGW-TV Portland 
WPRO-TV Providence 



KGO-TV San Francisco 
KING-TV 

Seattle-Tacoma 
KTVI- St. Louis 
WFLA-TV 

Tampa-St, Petersburg 



l() 
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Mo,\t si^nifiront tv and radio 

news of the week with intrrpreUition 

in depth for busy readers 
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New national radio spot buys took a l)ri*:lit turn the past week, making May 
— as far as the reps are concerned— a much better month than either Alarch or April. 
Ravs of sunshine from the national sector included: 



HAY iNO. 1 : Radio is the ( hoice of both EssoV Hntron (no-S(jueal) Tire and 
Firestone for a sunmier campaign, the former nsin*: spot and Firestone si*:nin*r op for 
CHS Radio. 

The Esso campaign (via McCann-Erickson) consists of 12-one-minnte spots week- 
ends in 38 markets f(»r 17 weeks. 

Firestone's buy (via Sweeney & James II- daytime segments weekly for 1.3 
weeks, figuring about $14,000 per week. 



RAY NO. 2: Bristol-Myers has turned to spot radio for a sunnner-long splurge in be- 
half of Tri- deodorant (BBDO). 

The campaign: 20 one-niinnte spots split between two stations per market in 
about 'to markets (weighted by population and food and drug sales), with early morning 
news and weather shows (6:30-7:45) preferred. There will be a hiatus in August. 

Interesting sidelight: The local personalities on eaeli program Mill im[)ro\ise 
the lead-in to a 15-second jingle from a fact sheet. 



RAY NO. 3: Church & Dwiglit (baking soda) joined the ranks of the heavy week- 
end buyers, with one-minnte schedules in 50 top markets at tlu* rate of 21 per week, 
starting 26 June. 

Promotional purpose: use of the product for sunburn, insect bites, etc. Primary target; 
those driving to smnnier resorts. 
Agency: J. Walter Thompson. 

For a birdseye view of how the 10 leading agencies in nighttime network tv 
have fared over the past three years in terms of average ratings, here's the score (based 
on Jannary-Febrnary Nielsens) : 

1959 1956 



AGENCY NO. SHOWS 


.\VC. IL\TINC 


NO. ^HOWS 


AVC. RATING 


S (.HANi.K 


Compton 


3 


27.5 


4 


21.3 




Esty 


6 


26.1 


3 


27.1 


_ v\ 


DFS 


7 


25.9 


3 


18.5 




Y&R 


12 


25.7 


16 


20.5 


-~ 3^; 


R&B 


15 


24.8 


r> 

<) 


22.0 


yy 


JWT 


17 


24.5 


9 


21.0 


. 12Sc 


McCaim-E 


10 


23.8 


4 


27-6 


I r 


Bates 


16 


23.0 


1 


29.8 


— 23^ 


Burnett 


6 


22.4 


4 


2().l 




BBDO* 


10 


22.3 


14 


28.7 


— 22^c 


Average ratin 


g for group 24.6 




25.0 




*BBDO meanu 


hile has 


swung an appreciald 


e portion o 


f its niglittime 


acti\itifs to ^pe 



cials, whereas the above averages cover regularly->cheduled programs only. 



SPONSOU • 6 JLNE 1959 



17 



SPONSOR-SCOPE continued 



Something you're going to hear a lot about as a res^ull of the spread of tv-tape ma- 
chines among stations: the loeal produetion of ^'speeials^' — <loeunientary and other 
types — and their aetiial sale to loeal or regional advertisers. 

Note what happened last week between WMT-TV, Cedar Rapids, and the Iowa Elee- 
tvie Light &: Power Co.: Telecasting from tape the history of Cedar Rapids (Seven 
Ages of a City) after three months spent on the research and preparation of material. 

Network tv ean claim at least 10 national food advertisers whose nse of day* 
time exehisively this season puts them in the Sl-niillion-or-hetter time hillings elass. 
The 10 accounts and their annual rales of expenditure for daytime as of now: 

ADVERTISER TOTAL ADVERTI>KR TOTAL 

Armour $?>,300.()()0 Gerber $1,200,000 

Standard ]]rands 2.7O0J)UO Carnation Milk 1,100,000 

Heinz 2.600,000 Sunshine liiscuits 1,100,000 

Pillsbury 2,500,000 Nestle 1,000,000 

Corn Products 2,200,000 

Swift l.loO.OOO GRAM) TOTAL 819,300,000 

Tv adv<'rtising is heeoniin^ more and more enmeshed in the \veh of '^pretest- 
ing" that American business has spun for itself in recent years. 

This is one of the key reasons, admen ^vill tell you, for the trend to conformity in 
both tv program sponsors and tv commercials. 

What basiealK' has happened is this: The pretesting eonduete<l on a massive seale 
for new prodnets, packaging, pricing, and Mliat-not has heen carried over into tv. 

Hence the increasing demand upon agencies to pretest — even when some of the methods 
admittedly still are in the witchcraft stage. 

This ultimatum prevails in many ca?e>: If I can't pretest in tv, 1*11 go someplace where 
I know I can pretest adcqnatcly. 

ARC TV soon will be showing agencies a new presentation on the network's daytime 
eomp<*titive vahies. IJighligbt^, 

1) AMC TV daytime ean he honglit for $7,200 gross per <piarter-hoiir (time and 
talent), comparecl to $21,000 for ])rogram and similar coverage at NP>C TV and CBS TV. 

2) The daytime co^t-per-lO()()-llonle-pcr-conlnlercial-nlinllt<' comes to $1.50. 

3) The bu\er of a quarter hour has the privilege of dispersing his three niiniitcs of 
coniniercial time on tlir<M' different shows the same day or among three different days. 

4) Estimated da\time homes for AHC TV per average minute in the fall: 1.600,000. 
Item: ABC indicated this week it had daytime renewals on the May from General Foods, 

Brcch-Nut, Toni and Drackett. 

Look for some pnndith in the marketing and a<lvertising fields to provoke dc- 
hat<' by contending that fl) despite tv. tli<*rc are no such things as mass markets, hence 
(2) to talk ahont ^^tlie average American consnnier^' is silly. 

Hir protagonists of this line of thought apparently have a central motive: fiinncling 
mor<' ad and promotion monev into specialized efforts. 

Thev insist that instead of a ma'=;s market the U.S. is a colhM*tioii of many indivi<l- 
nal markets, each suscejjtiblo to special, jiarticular channels of advertising. 

Jn support of thoii argtnueiits, thcv point out that the anionnt of nmncy a person 
makes is no in<le\ of hi^ hnying patterns (many a laborer makes as much as a profes- 
sional man). Bather the index should be the source of income, the background against wliieh 
each earner liv("^, and tlie social and personal forces that direct his goals and am* 
hitions. 
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SPONSOR-SCOPE continued 



Hops statioiKMl ill Detroit llIi^ urek j;ol llioir fir.^l hint of a\IuiiV in ^*lorr tor 
spot radio in the fall: 

IMacMauiis, John A<1anis says that it is working on a substantial campaign to in- 
troduce both tlio 1960 Cadillar and Pontiao nuxlols. 

(IMoanliine J, Waller Thompson Iias l»eeii niiilliii<; a uiannnotli spot radio jul) 
for Ford— see SPOXSOR-SCOPF., 30 May, page 17.) 

Watch for the ol<*ansor makers to move in against Johnson S: Johnson for a 
share in this latest twist in the soap market: handy Mafers and ch(Mnically satnrated 
slips of paper that clean hands vithonl llie need of any or much moisture. 

Hahhitt recently tried to accjnire a Ne» Jersey firm that had >nch a produrt, hut 
the hid was turned down. 

What makes the market ospoeialiv ontrcinj];: fl) Womeirs inereasin*i preoccupation 
with autos, and (2) the nuishrooniing of oiit<h»or activities, 

NRC TV apparently is out to match AHC TV on the j>rice of one-minute par- 
ticipations in nighttime programs. 

Five Fin*xers fsub for Whodunit) in the Saturday 9:30-10:30 span has this one-minute 
price tag: S27,500 for shoM' plus lineup of 150 stations. 

Daytime network tv for tlie fall seein>* to he hittin*; ahout the same stride as 
of this time a year a«j;o. 

Both CRS TV and NHC TV's available daytime is approximately 80% sold out. 

ABC TV won't know just how it w^ill stand in that area until it sees how Y&R has made out 
in obtaining renewals from such elients as General Foods, Borden. Bristol-Myers, and Draekotl. 

Like P&G. Liugett &^ Myers (mainly McCann-Ericksou) has most of its niuht- 
time uetM'ork tv conimitinents in one basket, namely, ARC TV* 

The eount for the fall as of this week for L&M: ARC TV^ five shows; CRS TV, one 
show: NRC T\\ none. Last fall NBC had five L&M shows. 

Incidentally, all six shows are network controlled. 

Trouble couhl he brewing for CRS TV daytime hecxinse of the efforts of some 
affiliates to DR (delay broadcast) P&G^e afternoon serials to make room for fea- 
tnre films. 

The motivation on the part of the stations has been two-fold: (1) Solve the surging de- 
mand from spot advertisers for daytime minutes, and (2) get their features started earlier 
than local coni]>etitors. 

Stations pressing for permission to DB the 5>erials have been told "to jjjcl lost"' fas 
one network exeeutr\e pnt it). 

Commented a P&G agoney's media director this week: "If this thing got> too serious, 
^ve'll have to move elsewhere." 

Those iutri<xiie<l with the separate niothods used by IVielseu and \RC 'I'V in 
deterniinin*: ni*ilmime eosl-per-1 000-liom vs-p<*r-eommereial-minule should find the 
following cost contrasts for ^larch-April interesting: 

NETWORK VI \ MFLSEN METHOD VIA \RC TV METHOD 

ABC TV S3.14 S2.85 

CBS TV 3.48 3.29 

XBC TV 3.98 3.60 

(For an ex[)lanation for the resj>ecli\<* methods of (\alcnlation of CPM11PCM-. for 
regularly scheduled programs, see pa*xe 19, 9 .Alay SPONSOK-SCOFE.) 
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SPONSOR-SCOPE continued 



You can take wiiafs liappenin^ in HHDO'h inetlia ilepartiueiit as pointing to two 
things: (1) An edort to hiiihl fiiipervisory slroii^tli in depth, and (2) A radieal shift in 
the hasie personnel philosophy of that agency. 

The changing philosophy is this: Because media is noAV so closely related to marketing and 
the dynamic complexity of tv, BBDO has found it advisable to hire more experieneed, 
npper-grade media people from the outside. 

The latest case in point: Hiring Mike Donovan away from B&B where he was v.p. 
and associate media director. Donovan will operate in a super\-isory capacity, close to 
v.p.-nicdia director Fred Barrett. 

Donovan makes the ninth well-seasoned media hiiyer that BBDO has added to its 
ranks the past two months, most of them at home in tv as ^vell as other media. 

Homecoming item: Gert Scanlon, whilom account executive on Wildroot and one of 
the first timebuyers in the business, returns to media as coordinator on spot with the 
BBDO regional offices. 

Adding up reports from the membership, Larry Wehh, executive director of the 
Station Representatives Association, figures that the hillings for national spot radio 
ill the first 1959 quarter was down around 10% compared to '58 ($41,963,000). 

That Avould make the third quarterly dechne — 7.1% in the third 1958 quarter and 8% 
in the fourth 1958 quarter. 

Hereafter SRA will drop its quarterly spot radio estimates, and instead, issue semi-an- 
nually a hreakdowii of national spot spending hy primary ami secondary markets. 

On the spot tv side: Bilhngs for the first 1959 quarter not only were at record levels 
but probably had the higgcst year-to-year percentage jump ever. 

For the first time as far back as records go, P&G in 1958 clisplaced General Motors 
as the No. 1 hnyer of media. 

The comparative figures for the past two years, according to TvB's calculations: 

1958 EXPENDITURES 1957 EXPENDITURES 

rrocter & Gamble $98,154,000 $ 90,501,000 

General Motors 91,755,000 104,066,000 

Xote: Those gro.ss figures inelude all measured time and space, hiit do not include 
the cost of network programing. 

Mark this also: 85% of P&G's ad hudget in '58 Aveut to tv; in 1957 it was 80%. 



If people in U. S. eoiiiuier<Ma] tv tliiiik they've got trouhles, let tliciii coiitcm- 
phite what th<Mr Ganadiaii counterparts have to face in their fall phinning. 

"^riie situation with regard to network commercial placement in the Dominion gets more 
<*4>mph*x l>y the season. It ina\' not be until 1 August that Canadian agencies will know the 
disposition of their clients' fall network requirements. 

Ani(»n*r the factors that are keeping this Canadian situation in a whirl: 

1) The Canadian Broadcasting Corp.'s penchant for decreasing the amount of local 
option tinn' (the time* stations nia\ use for themselves). It differs Avith each market. 

2) GnC*H effort to take away from Hponsorn the clioice of program preferences. 
3 I CHC's ])owcr to decide wliicli U.S. network hIiowh will he fitted into the Domin- 

ion^h single Ui'twork. 

(For a comprehensive updating of the Canadian air media situation in all aspects, sec 
the initial ishue of CANADIAN SPONSOR, 13 June.) 

For other news coverage in this issue, see Newsmaker of the Week, page 6; 
"^pot liu\s, ])a<ie 60; \ews and Idea \N'ra])-Up, pai>e 68; Washin^aon Week, page 61; SPONSOR 
Hears, pa^e 61; Tv and Radio Newsmakers, page 80; and Film-Scope, page 62. 
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*"IT COMMUNICATES!" 



■ 




' SENSATIONAL RATINGS! RECORD RENEWALS! 

NOW... 39 THRILLING NEW HALF HOURS FOR ONE OF 
TV'S MOST TALKED ABOUT SYNDICATION SUCCESSES! 




TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP. 



NEW YORK • DETROIT • CHICAGO • HOUSTON • HOLLYWOOD • ATLANTA • TORONTO 

J 




srs 



Sacramento 



Looking for ''Spending Power"? 

You'll find it on KCRA! The first 
Audience Composition Radiopulsc 
e\*er taken in the Sacramento area 
shows a very high adult audienee to 
KCRA in all time periods . . . num- 
her one in the 6 A.M. to 12 Mid- 
nii^ht a\ erage. Ask your Retry ^hm 
for a look at this Audience Com- 
po.sition Sur\*ey. 

More Unduplicated Homes, Too! 

The* last Pulse Cumulative Audience 
R(*port also shows KCRA with the 
most unduplicated homes reached 
in the Sacramento area, hoth daily 
and weekly. Low CRM, too. Wise 
buy foi your clients' dollars! 



Ask 
your 
Pcfnj 
Man 




— Sacramento — , 



work 




Rapheal Malagold, lhn*)Ul MIIUm Co.. New York. feeU tliat llie' 
\v<*ll-roun<le(l c;nnp;ii<:n i^liouKI incorporate the local radio ^tv jiro<>raiii. 
in^^ aiul station pref(M(nH*e> of a elientV retail or <hstrilnit(jr groups. 

Iiis information i> conipiled in conjunction with the client'si sales 
(lejuirtinent/* Uaplical '^ax^. "If tlie>e .^(^lections coincide with the 
rest of the ^che(hIU^ fine. Hut if 
tlic) do iu)t. A\e make iuhlitional 
l)u\.^. ItV aniaziiig how nnich en- 
thusing ni anfl local |)ronioti{)n we 
•:et thi.s wa\. I lu* inci eased hudjiet 
i> well worth the extra ]uish we 
jiet in the stores." In select in<r 
)narket spot>. ^l^ difTei (M)tiatecl 
from '*r(*tailer spots.*' Kapheal 
look> ior stati(ui "character. " Most 
of their adv(TtiMM*s products .^ell 
hot. for the nio.st part, to a selec- 
ti\c andieiue. and the type of sta- 
tion heconuv important. "We tr\ to determine who our eonsuniers 
art'. tluMi hn\ >tations accordin*il\ . Hatin'i> are naturalK secondary 
ItV tougher to huv tins wa\. hut in the long run our waste circulation 
is kept to a nu'uinujm. Onl\' c|ua^Itati^e l)u\ing. especialh on a 
limited luulget. can ket^p sales rising in proportion to nu>ne\ iinested.** 

Jan Stearns, Ki(Mll and Freede. Inc.. New ^ ork. feels that everyone 
iin oK ed in hroadca^t should gi\ e the medium support in its public 
relations e[h)rt>. "In the pa>t \car th<M*e ha> heeu a waNC of attack> ^ 
(in hroadcast l)\ the print nuHlinm.*" Jan ^a\ s. "The trade publica- 
tion."- >uch a> .SPONSOR and the broadcast associations ha\ e <h)ne an 

excellent joh of rehnttal. But 
hroadcast also needs the acti\e 
help of tlu* pcopl(» in the indur^trv 
and a(h ei tising." Jaii sa\s that | 
whvu the Keidl and I'^rtvde agenc\ 
sees a >tatcnuMit 1>\ a puhlication 
that is incorrect or misleading, the ! 
agenc\ writes the puhhsher calling 
his attention to it. Carh{)n copic:* 
arc sent to all parties dir(rtly con- | 
cerned. >u{*h a> th<* station, the net- I 
\\ ork. and vss n i^lient, if it in- 
\ oK es him. "On the other hand. ' 
wc c(nnplini(M)t tlu* pid)lisluT wIumi a storx contrihtUes to the up- | 
grading of hrttadcast. \u\ thing that inipioxes tlu* medium can onl> 
rcMilt iu more s;des for our client. W hih* tlie>e practices don t nsualh 
hring wid(* att(Mition to the particular situation. the\ do promote a 
hettei. Iiealthl(*r approach to hroadcast m(*dia in an important area. 
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ONE] of the nation's foremost producers of taped and filmed 
television commercials ... ELLIOT -UNGER ♦ ELLIOT, a division of 
ONE of the nation's foremost producers of filmed programs for 
television... SCREEN GEMS, adds up to ONE great source with 
incomparable facilities and vast experience on both coasts , for 
the production of television commercials and films for industry. 



SCREEN GEMS, inc. 

TELEVISION SUBSIDIARY OP COLUMBIA PICTURES 



ELLIOT UNGER ELLIOT 

A DIVISION OF SCREEN GEMS, INC. 



1 

j >PO.\SOK 



6 ji >K i<;.v; 




i 




My Mommy Listens 
to KFWB 



...and listens, and listens 
and listens! Pulse and 
Hooper have proven it for 
many months past... and 
now Nielsen makes it 
unanimous: rates KFWB 
^ 1 m total audience in the 
L.A. Area in their book, 
too ! So . . . whether you 
use Pulse, Hooper or Niel- 
sen as a guide. ..one 
thing you should do for 
sure: Buy KFWB , . . first 
in Los Angeles. It's the 
thing to do! 



98f^ Kfv/- B 

6419 Hollywood BUd Hollywood ?8 MO 3 SISI 
ROBIRl M PUBCtLL. Pfcsidrnt a«^d Grn. Man«Kff 



PfOrrsfntfd naliOfially by lOHR BLAIR t CO 



49th and 
Madison 



Radio's local mystery 

W^itli reference to \(>ur tMliloritil. "Kii- 
tli()\< ni<i; Locnl M\«i!ei'\." tlii> is lo 
adxi^e that W CA radio is enj(>}injz 
its <irea!esl \ear in liistov) with April. 
1959 runninj: ahoxe our pre\ i- 

ous n^eord April, that of 19.^«*». April. 
I9.'^9 was the higge!^! nionlh in the 
3.i-\ear )iis!or\ of W Radio. 

\> In the suhjee! of national husi- 
iie». our New ^ t)rk office *:ain(vl 
this April over \prll. 19or». 
Our iKilional business from oiIhm 
onic<\'^ than New ^ ork uained 7>{\'.V ( . 
with local up W..)' '< . 

In our opini<Mi. pn><irainin<i and 
>oiiiid selliu<i IS the answer. hi the 
last (|uarl(T of 19.^o. w hen iialitnial 
>pot fell oil hadU lhrou<:houl the 
<Mitir<* radio i n d u > I r \ . inchith'nji 
WXJN. we (lid not thi'ow in the towel. 
In>l(»ad. we in\<'>t(nl lucne iuone\ in 
progrannn<: and in our sal(*> eiT(Mls 
and piomntion and in I9r)9 we arc 
r(nipin<: th<» h(Miefit>. 

Ward L. Quaal 
r./>.. ^et\. rnf:r. 
wax. Inc. 
Chxcaao 



I lia\(* Ix'eii a»o<iat(Ml with 10 kw. o 
kw. and .')()() wall sl:ilinn> for llie pa^l 
In \<\n's. Am now partner. nianaiKM* 
of this .')()() wiilter in a l(»wn of M.OOO. 

•\s \<lani ^ Ounj: put it. in the sanr" 
i>Mie. *'we w(*lcnme ull nnxh^n. wrll- 
niana<i:ed. eiilci<*nl ladio >lation>.'" I 
am afiaid tluil the main reason ia<Ho 
i^ not Immii^ sold nalitnialK. at lca>l 
in oiii ."-ociitm of the cninilr). i> that 
onh the old-line. >o-callcd "larue" 
?-lalion> ai<* callinii on aiicncies. Tlnn 
arc u^ini; prc-l\ xdlinii tc<*hni(pie>. 
I li<'\ ai'c ^(dlini: (Mi the ha>is of n 
lhrc<*-\eiir*(dd N id sen report. 

In llii> ;iieii. e\cn the ^lalitni^ thai 
aic hfiiiii I im incflicientlx inc doiiip; 
ii jdh fni the ad\<*ili>er. Local radio 
lui> hc"oin(* >o Icrrific. >o e(rici(Mn in 
prothn inj: rc^nlls Foi ihc local ad\er- 
li>cr. llial il doii<:one n<\-ii s(dls il>elf. 



Stations >uch as ours with a w ell- 
jtaid. <*flicient sales staff, are realK 
cleanin<: up. W^ilhout the h<dp of 
national spot, we are up 3o.3^? oxer 
hist \i\\x. V)ri[\ was up 35' r over 
10.57.^nld 19.57 wa> 100'^ oxer 19.i6. 

V(s. we do hav<» a few national 
ac<Munls. and we like them. V\V* want 
more. W e want th(mi because we can 
do an efhcient job f<0' them. In the 
meantime, though. Mr. John Q. Mer- 
chant is doiiic: a nice job of buying 
our time. 

I belie\<* that the agencies them- 
>cl\<*> are going !(► have to do a bitle 
grass roots research, lake a trip to 
the countr>. to find out whaTs going 
on with pubh'c habits. As for net- 
works. th<n- ju>t don'l Hsten an\ 
more. Peoph* prefer the local AIV^ 
TIMK to the "polishcHl" network per- 
s(malil\. As soon as Madison A\e- 
iine reali/(*s this. ihex'II he taking 
onr lime awa} from us. 

v.. C. Slangland. ^^e/i. tn^r. 
KBRK 

Hrookin^s. S. I). 



V\ <\ at V\ T lAL ha\ e <'\perien<-e(I. 
during th(* (\r>[ four months of 'o9. 
an increase in bolh local and national 
bu>iness o\ er the >iiine period in 
19.>i;. 

bo b<* more specific, our local l)U>i- 
ne» is np 2*/ r . and onr national 
Imsiness is up 10.6' t . 

\\V ba>icall\ aliributc ihis lo two 
tliing>: ( I ) lUiihliiig a >tiilion iden- 
lil\ for ours<'l\es thai >ian(b^ oui in a 
competitixc local inarkel : and (2) A 
hard hitting and cnn>lanl sah's pro- 
gram conducted c«>op<'rati\cl\ be- 
tween oni's<d\<"> and oiir national rep- 
r<*^cnlali\ e. (MMtrge P. I lolHngherx 
Co.. N<n\ ^ k. aii<I Nbn ton Lowen- 
slein. Inc.. Phila(l<dphia. ^ 

I-rcd I-:. W alker 

r./j.-£;c/i. //i£cr. 

UTTM 

Trenfon 
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Farm gals (ancTtheir h 
leir added incomes! Hei 



Our Wisconsin farm gals (and their famjiies) pre distlnguisiiabl 
today only by ffieir added incomes! Here is trvly the bountiful 
of Miiic and Money. Thousands of big dairy farms . . . scores of clean . 
small cities . . . 400,000 families enjoying CBS-ch. 2 television. 
Here's the market to cultivate Sales! 




Haydn R. Evan>, Gen. Mgr , Rep Weed Television 




When it comes to 
awarding blue ribbons- 



ARM. 



P 



Memphis 
They All 
Agree On 
WREC-TV 




First By All Surveys 



Here are the latest Memphis Surveys, showing leads in 
competitively- rated (juarter hours, sign -on to sign -off, 
Sundav thru Saturdav: 



A.R.B. Pulse Nielsen 

Jan. 12. Feb. 8 59 Feb. '59 Feb. 8-Mar. 7 •S9 

(Metro Area) {Metro Area) (Station Area) 



\VREr-T\^ 
Sta. R 
Sta. C 



110 
57 



2r)i 



2(J7 

51 



WREC-TV 

Channel 3 Memphis 



Xo wondcM* in Memphis 
they say *'Tlicre's more 
to see on Channel o." 
\V U KC-T\^ *s combina- 
tion of the finest local 
programming and the 
great shows of the CRS 
Television network de- 
li \' er the g r ea t t^s t au- 
dience in the Mid-South 
area. St^e your Katz man 
soon. 



mivisioN 



KeiM'esented Nationally hy the Katz Agency 
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PRE-EMPT PLAN STIRS SPOT 



^ Hluir TV introduces pro-eiiiptive discoiiiits in 14 
niarkrts, nsing plan pioneeretl by WAHC-TV, N. Y. 

^ iSew rate card i)rovisions olT<*r discounts for class AA 
and class A time periods Mhen recai)tural)le by stations 



Beyond t|iTe:;tioii. the newest 
l)u\iiig wrinkle to stir lop agency 
media tleparlnienl? tiiT:^ \ear T^ the 
gn)\\lli of spot plans w hich pro\ itle 
discounts for spots nio\eahle on two 
week's notice for sale at non-pre- 
emptible rates. 

Ever since air media hegan. the 



two hig prohlems facing hroadcaslcrs 
ha\ e ahva}> hcen tin* summer hiatus, 
arul liow to keep a sizable hsl of 
ruitionai spoiist)rs on liieir bot)k^. 
And since the ad\enl of lele\ision. 
one of the chief prol)hMn> ha? iteen 
what to do with liie K>\\ -rated spot 
in prime time. 



Hight now the word t»n \latn>(>ii 
A\(*nue i^ that the \ew r)lair Card, 
a pre-emptihle spi»t plan, lias M>me 
l\ pical an^w er>. 

Through liic nu>\ ahh' >pot plan. 
(h'>igned aUo to bring afl\eni>er> 
into spot l\ who ( ouid not i>tlTer\\i>e 
afTord it. tinuduners now bu\ prime 
time ?pot> t)n a disc<mnl ba^-i? in 
I t top market?. Thc\ ma} remain 
in the>e -pot- until amttiier a(h er- 
ti>er come- ahnig \\ho becau.-e of 
high rating or specific audience char- 
acteristic- i> willing to pa\ -Iraight 
card rate for tiie spot. In this c\ent, 
the bin or is gi\ en two weeks notice 
in which lit select another spot. 
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Tf< liiiicall) . licreV tlic the 
\ou IJLiir (^ard. a two-plan >) s- 
t**in. works: 

>*Mti<ni i . S|)()t> arc ixmglit on 
straijiiit rnrd latc. iioii-jire- 
(Mn])til)l<'. 

>(vti(iii 2. lo |»riine time 

t'at(*j:()ric>. but >|)ol> aro Ixnijiht 
(*n a 20 to rtiV t (lix'oimt t tle- 
])(MuIii]*i on nunihcr of >|)ots |)('r 
week |)i r-(Mn|)liI)lc on two wcck*^ 

In addition, main i tlair-IX ^ta- 
tion- lia\ a fnrtlier \\0> clause 



uiiich pcrinit^ IO-2oS' additioinil dis- 
('oniit-« olT a|»prK'al)!c Section 2 rale^ 
for ^|iot> pnreiia^ed lo nni in a 
<:i\cn time (■ia^>ifi<'atinn. sidiject [n 
^(■li(Minlin;i h\ -talion. ri^-iie iU)Sl 
I lie New 15!air (^ard was de\ i>ed 
on llic l)a>i> of dic>(^ llireo fa( tor>: 
r'l<*\il»ilily : \ hin ma\ Ix' s|»lil. If 
an ad\ei'li><*r >o de>ir(*>. tin* h\i\ ei 
can |)niclia>e a *:i\en iiumlxM' of 
^pot> under <Mcli of tlic two section.-. 
\\ >lation inainij:<'inenl is (()n\ inced 
dial lic\ii)ilii\ is of |)i ime im|>orian( e 
in order lo c(pudi/e iIm* sii|)piv and 
dcniaiMl foi >|M)t^. 

Siiii|di4'il\ : I Ik |)i e-enipti)))e |)laM 
eliminates I lie neee^^iu for ^mmnei" 
dis( ( )tnil^. repciitcul niofliiication of 
rat<' eai d^. ^|)eeial preminni rate^. 
and. lo a ^leat extent, tiie fre(|n(*n(\ 
dl^( (lUiil. 



Saturation: l">u\inj: tr(nid> (>ince 
tiie emergence of l^(*>t<nrs >tral<'ji\ ' 
iia\e l)een toward .-^at^rati^ln at the 
h)We>t |)o^sihle C(»t. The Aew Hlaii 
Card |iro\ ide^ foi .^u|»|»l\ injr th(* 
greatest ninnhci of >])()l> at the lowest 
])ossilile co>t. w*t >tiil coni|)lie^ 100*'^ 
with t\ird rates. 

Speenlation hining enal>le> the 
iowd)ndget advertiser to <d)tain |)rini(* 
spot .**ehednies uhieh lie eonid ])re- 
\'i(ju>ly not afTord in toda\ %> risin*: 
tide of t\' eosls. \nd he has the addi- 
tional achantage. if and when lie 



nu)\cd lo oilier time slots, of ^uA 
lolalion [it incr(\is(* his andlcntc and 
rr^aeh. 

The ireneriil acc(*|)liince of tin* \eu 
Klaii ( aid iciiirenll\ heinji: ii.scd 1>\ 
such hhie-clii|) ad\cui.ser-« as (/cncral 
Fo()(K. 'I nni. I*a rliamenl. and 
\orw icli I lias ciealed an inrrcnised 
woik load foi c\ei'\one (onc(Miied 
w itii the l)n\ . 

TIk* st'ition r<*|)r<scntati\c mii>t he 
kceiiK awaie of the |)o|<MUial mo\ c- 
ineiit of s|)oi^. This <Mitail> additional 
scr\ iclii^ ies|)()iisihililie>. 

The liiiK^hinei miisi ie<inlarl\ 
police sclM'dnlcs and aii|»i o\ iIm' 
new lime slot>. 

I'or the [\ stiilion. tlx* |»laii re(|nires 
additiona I ad minimi ration and w ork 
ill the Irallic d<'|)artineiit. I>e<-aii>e of 
tin increased traflic flow, soiin* sta- 



tions ha\e hiretl additional |)ersonnel 
to luiiidle tin* increased work load. 1 
Ihit in otli(T cases, the increased 
trafiie |)rohlem has been handled 
efTicienth h\ the existing stafT. 

The general acee|)lanee of the Aew 
F?lair Card on the part of ag(*ncies. 
adverliser-^, and the stati(ms them- 
s(d\e5 would seeni to justif)' the in- 
created res|Hmsihilities invoKed in 
administering the |)lan. The movahle 
>|»()t sNsteiii is axailahle in 14 lop 
markets at the pre^ent time, while 
l)lair stations in three other markets 
are cnrreniK con\erting their rate 
earcU to ofTer |)re-empti\e discounts. 

Allhough the ])lan now hears the 
Hlair lahel. Hlair TV closeh watched 
the ])lan's pioneering at W'ABC-TV, 
ihree year> ago. Impressed with the 
plan's sucees.s in New \ ork. Blair 
introduced it on an experimental 
ha.sis in three other station> where it 
|)ro\ed out extrenieh well. 

Here is Iiow a t\|>ical rate card, 
u.-^ing th(i Hlair-TX' jdan looks: 
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I'l-.W \. 
\it'.t. il U*Hlt-.'< I'lan 
rso nnh' Litiic-in'iit i* r u^i* sccdoit II l.'* I'lm 

;iini()(iiu-niu*ii( iu'e >"<'.i( !.■ t st'cf ioii 1 1 U> Cljfi 
t .i f ! S(iU)cc( to itoi * rnfc ■ 

1 he card ahoxe has. in addition to 
the two-scction rale ?lrnclure. a fur- 
lIuM' featnre de\clo|)ed in r(*s|)oiise lo 
tlu^ inl(M'< si of and other hifi 

hii\ crs w ho fc('l cut itled to s|)crial 
additional (M)n>ideration. based on 
their largt* s|»oi purcha>cs o\ er a 
period of a \ cnv. 

Heretofore a l>ig acKcitiscr might 
ill aii\ gi\eii week fall htdttw the 10 
^|)ots re(]iiired to (|ualif\ ft)i 10.|)laii 
rat(*s. e\(Mi though he inigiit he u>inp 
600 or more s|)ols in a \eai. 

dlu* "annual jilan" [x-nnil^ sneli 
large hn\er> to (oiitrac^t in ndxance 
for .')2() s|)ols. and thcreh) get 10 
plan ral<»s i hascd on an axeragc of 10 
per week) foi all |)lan >|)ots. ^ 



BLAIR TV'S PLAN IS AVAILABLE 
IN PRIME TIME IN THESE MARKETS 
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y^illtanY'Svlieti.-Troy 


W-TEN 


8. 


Frcstio 


KFRE-TV 


2. 


ISo>toii 


WHDH-TV 


9. 




KTTV 


3. 


iliirafio 


WBKB 


10. 


iSoiv > ork 


WABC-TV 


4. 




WCPO-TV 


11. 


Ontalui 


WOW-TV 
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WEWS 


12. 


i'tttshtirfilt 


wttc 
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Dallas-Ft, ir'**r//i 


KFJZ-TV 


13. 




KGW-TV 


7. 




WXYZ-TV 


14. 


Seattle 


KING-TV 



How tv shows stand up in summer 



^ Nielsen Mcl) slinly reveals riiniiiiig M'iiiler sIiom* miiIi 
new inalerial jjels heller atnlieiiee shares lliaii re-rtiiis 



A. C. NIELSEN STUDY OF SUMMER 
PROGRAMING — JULY-AUGUST 1958 

Sii tn m er pro^ra m ui i^*'* can ho ilividoil in to th roo iiroM ps 



Sponsored evening programs Number 


Pcrcenl 


^A) ConlJJiued new material 15 


19.5 


(B) f\e-nins 47 


61.0 


(C) Replacemenl 15 


19.5 


TOTAL iT 


100.0% 


Aa 195H per form (xnce^'^ can be divided into 


three **'ronps 


Total: 15 projjraiiis 




l-I inaiiitaiiuMi or iniproxed winter slinre 1 




7 sliowc*! at least 5' ( iiiipi ()\ cinoiit 




1 slidwcd 5' < dt'cliiu'. 




TIk^ A\^"ra^<» liiiprovrnieiit was T^r 




Winler 


Summer 


Share 33*5 


35.3 


-Niiniher of Program^ 15 


15 


Bb perfonnixnce of swtntner rc'rwns 





Total: 47 projiranis 

19 >lio\\tMl at least a iinprox einout 
6 inaiiitoiiu'd \\iiit<*r share leveN 
22 showed a derlliie in share-of-iiiHlienee 

13 shows out of the 47 peirornied within o^f *>t. 
or helter than, winler share levels 



Cb performance of .sn//i//ier replacement proiirams 

"Fotal: 15 projrrams 

1 showed a 5S iiiiprox eineiU 

o >ho\\ed a (h'cliiie of le^> than 15' < 

0 ?h«)\\ed a derline of more than loS' 

The loss in shave of andteuee in the 14 ^'ast•s 
rallied from 59r t<> ^"9r« ^^»th an avera:;e drop 

of la^o 

" Itt'CUlarly sctiwIiihMl. -tpoiworcd tvodiniK' pr* srraiiilns. 



If \ Oil go l)\ auditMire fiiiiires 
ah)Me . . . 

♦ The suinnier rietw oi k l\ shitw 
\\ hirh eonliniK's its w inter format 
\\ ith new niat<-ria] doo \ ei \ nit fl\ . 

♦ I he summer re-rnn htdds up in 
a salisfart(»r\ manner. 

♦ I h(* sunmier replacement iloes 
nnthini: to hrag about. 

These are tlu* re>nll^ of a new 
stud) jusl c«miph'te<l Ij\ tlie \. C. 
\i(ds(Mi Co. on tlie suhject of how 
h«)t weather weh \ ideo shows ( (uii- 
par<' in share of audieuee with lh<'ii 
w int«M* counterparts I se* |)o\ w ith 
eoiuph'te figures at leflt. 

Share of audi<'nee rather than 
ratings were used t«i get performance 
eoni pari soils since sunniMM" ratings 
are generally lower than wiiU<M". 

The \ielsen slud\ <htes not impl\ 
that one l\pe <»f hu\ i^ neces^ariU 
I letter than another. l"or examph*. 
lliougli r(»placeinent ^how > a \ erage 
a drcjp <if ]iV , in share of audieiue. 
this eouhl Im' (dfset l)\ h*\\er program 
costs. merchandising \ alues and 
other fartors. 

Foi another thing. sa\ s \ ielsen. 
**Suninier also olTers an oppoilunily 
for full-scale ])rograni experiment on 
a short-term ha^is. 1 n the^e cases. 
conipetiti \ e program strength, not 
c<isl ellieienc) . is a prime etui^idera- 
lion." 

1 he stu(l\ in\ ol\ ed comparisons 
of all regular!) scheduled, spousortul. 
e\('ning programs on network t\ in 
Jainiar) -I'ehruar) and Jul) * \m:ust 
I*)5«>. About 60^; of the 77 sunnner 
shows w«M-e re- runs \\ hile replai ( • 
menls and sluiws (ontimxnl with new 
material constituted 20' , <Mch. 

Gi\ iiig the a\ erage share figures 
for each of the three grtmp^ an index 
iiunil er of l(Hi f4)r the w inter, the 
sumuKM" index figures were: con- 
tinuing show s with new material. 
107: re-runs. 00; replaeenients. IV2. 

Concluded the \icNen slud\ : Itn- 
pr4)\enieiit in sli4)Ws continuing with 
new material inu^t he halance<l 
against w inter-le\ el tah^U costs. \^ 
for sunniier replacement slutw ^, the 
generalK lower p<M foriniirue a nd 
fixed time ei*A^ of su< h shows mean^ 
the) nnist ha\e a pr«.gram price 
"coiisiderahK le>-" than rerun- to he 
as "eflicieiit. " ^ 
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American wants men — and radio 



^ 58% of aiulieiice to airline's posl-midiiiglil show is 
nialf*, 32% prolcssional— ideal spread for selling liekels 

^ Kadao plan, devised hy Anieriean^s i>residenl, gives 
company big edge in reaching potential jet cnsloniers 



W itii ^I)tM■lllati(^n rife a> to wiiove 
Xiiiericati Mrliiuv ad (lollai^ will 
with tlio ^liift of the acfoiiiil from 
LtMiiKMi t.^ Newell to ^li this iiumth. 
(Hie tliinji is certain: roiiglil) (ttit* mil- 
lion |ier \eai will >ta\ ri<:iit where it 
i^ in |Mt>t-ini(itiiglit radio. 

Keneu al (tf it> iiiii(*->lation 1/ itsic 
'III Dawn perjH^iiato for aiiotiiei 
lhre(* \ ears what \> j^eru^rall} eon- 
■-ideied the lar*ze^t []ureha>e <d radio 
time h\ aii\ arl\erti^er. It i> certain- 
l\ one of the nio>l earefull) ealculaled 
hii\^ foi rea( hini^ a ^jiecifie aiidienee 
that wa> e\er de\ ised. 

ft ea|)itali/e> on tilt* faet that a 



i»nsiiiess e\eeuti\e's in>omnia is self- 
indiu ed. 'I hat is, he itui>t -h\ the 
iiatuie of lii> re'ipon>-ihilltie> he lijj 
half t^ e nijjht cati hiitg ujt (tii work, 
lie i^ not a meniher of the '*lone- 
l\ heai t^ clnh" that ha^ made pt>>.t- 
inichii*:lit radi(t in *:eneral a high!) 
profitahle talkathon (See Win Po>t 
Midnight Kadio Pa\s Off. spoxsoil 
\ April lleV preoecnpied. 

oft(Mi worried. 

\t lea^t thi^ is the frame of mind 
in whi<h \nieriran \ii line^ presi- 
dent. hard-(lri\ ing Texan. C \\. 
Smith, often found himself in the 
>-niall hour> of the mornin^^ Diai- 



twi^ting rarel\ irave him the halm 
that his nerAe> neech^d. He wondered 
whether other hu^inessmen mi*iht not 
be having the same trouble. 

So he j)ut tiie qne>tion to hi> h)i^g- 
time frl(Mid Frank Stanton. pre>i(lent 
of (>nS. o\cr the dinner table one 
night in 1952. \nd the two men 
agreed that a post-midnight radio 
show eonld be totded to reach Anieri- 
(\an's primal) target — the business 
and professional man. 

Clearl). snch a man was a part of 
tlie po^t-nlidnigllt audience. CHS 
researchers di^co\ered that for e\ er} 
100 set> tuned in after midnight, there 
are 160 adult listeners. 80S' of them 
between 20 and 30. This was close 
to a Fnlse stud\ which showed nine 
(tut of 10 po>t-midiiight ll^teners were 
over 20. and that 5o' ^ oj this auii- 
cure u as male. 

Smith and IvuthraulT Ryan. AA'- 
agencN at that time, were in agree- 
ment with CBS that si\ of its >tatioiu^ 



JET FLIGHTS are proirtoied heavily with radio saturaiions. Special spots on Music 'Til Down are different in character fronn regular announcements 




gets 'em 

wmiKl vo\c\' tU)'/ of VnuMicon s >alos 
^,iiva^. \]\ cm] of V)S2. C\\> 

Itiulio Spot SaN's luul (in'u^tl) cluc ked 
w itli fue o\\iUMl-an(l-o|)t*ral(*(l CA]> 
.utlcN W CBS ( \ou \ork K VVKKl 
I Boston I. VVni;M (Chu n^ioL Kl^lJS 
I San rraiU'i>ro I . K\ \ ViiuohN) 
and a ko> aniliale WTOP ( \\'a>iriiig. 
ton. 1). C.K Tinu* and talonl ro>[^ 
were work^'d out, and six saniplo ono- 
liou r r(M*oi (1 slu>u s u eiv Ui pctl at 
V\ C\^> in \ew York Itofore a pro- 
gram forninla wus dtnolopcd. With 
>i\ record spinntM> U0(hI<hI. oni' per 
Muirk<»t. o\er\ availal>l(' C1>S announ- 
cer was tested. 

Tlie eontrat'l, signed in VpriL 195'^ 
repre"-ented llie higue^t ileal for a 
^ingK* Itloek of radio aiitiin*' in liroad- 

j casting hislor\ — i-?(XOO() lionrs over a 
three-) ear-])eriod in six markets. 1 he 
cost for time and talent: an estimated 
S2.3O0.000. 

In all six niark<*t>. the program 
formula was the same: I I ► Music of 
"nruklle hair ^ api>eal — sluiw tnnes. 

K'oncert favorit(\s. no lu\i\ \ s\ niphon- 
ic works, jazz or hop; (2) Each honr 
of show programed like a "separate 
concert" tli\ided hy news: News 
scgnlent^ fne minutes in length. 

Format for commercials : l^^our 
mention > or longer messages per 
hour. 

First two-and-a-half hours to con- 
sist of local ly-directe(1 co]>v w ith 
sp<'cifics. i.e. fretpienc) of V V flight-^ 
to leading cities. con\enience for 
husiness tra\el. ad\ antages of V V 
aircraft, comparison sa\ ings. 

Balance of show institutional 
copy on gen<*ral aspects of flying to 
huild puMic acceptance. 

I se t»f institutional cop\ not onK 
a\oitled the "nightmare" of writing 
cop\ for fu e-and-luilf Inow six I 
hours for six I now nine) markets, 
hut. fignro Smith, the hu>ine>sman 
has prett) well hurned up hi> mid- 
night oil after first twt» or three hour-- 
of the show and selling can 1><» hroad- 
ened to airline tra\el in general. 

Smith watched re>ult> of his un- 
precedented huy closeh the first \ear. 
In qnestionnaires which VV pa>-en- 
gers filled out concerning >er\ ice. 

{ Please turn to \)as:e 76) 



C A\ SMI'I IL \nirriran Mr- 
lines president^ tlcielopeil 
post rrrit/nit^ht M u ^ i t* ' T i 1 
Dawn shoir with C/iS^ Dr. 
Frank Stanton .\/v years a£CO. 
Croreih frorrr si.\ to nine 
markets tiiies AA total env- 
erat^c of its sales areas, Pin- 
pointed to husinessmen, its 
larf^e business am/ profes- 
sional folloii in^i: I see Pulse 
atrdienee stady helon I f^ives 
American fitinp on other air- 
lines in promoting jet fliiihts 



HERE'S THE AUDIENCE AA 
REACHES AFTER MIDNIGHT 



OCCUPATION 


PERCENT OF 
TOTAL LISTENERS 


KXKCrmK. MA.N.\(;KI{ .and rHOtMUF.TOK 




[•KOFKSSIO.NAL AM) TKCIIMCAI. 


11.3 


SALKS 




Sill) Toial 


32.2 


IIOI .sKW IKK 


19.7 


CKAKTSAtFN (-kiltiMl) 


l\A 


()[»KI{ATIVK.s (M ini -kittrd) 


i't.rt 


CKKIUCAL 


."..0 


J^uh Tolal 


24.6 


LAHOKKKS (n)iii)ii:it-iiii-kittr<[) 




SKKVtCK WOKKKKS 




Suh Toi;iI 


13. 0 


STl DK.NT 


8.4 


KKTIKKt)-l ^K.^ttM,()^ KI) 


2.1 



Sourrt* TuK- AnnlvMs of }ti-.tic ■ I I)n A 
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SHOULD AN 
AGENCY HAVE 
TV ART 



DIRECTORS? 



Sl<n<* Baker of C&W tells Miiy a*j;eiieies 
iiee<l their own tv art >i)eeialists, even tlioii<j;li 
outside prodiieer^ supply art aiul i<lea men 





IS HIS JOB NECESSARY? Some agency men believe thai it Is a 
waste of money to maintain their own tv art directors, Theoretica lly, 
outside talent, provided by film companies, could do the job as well 



_ I 





<^ teren Baker, senior art direetoi 
and c^rnnp head at Ciin ninf^luun 
Wahh, has written more than 1 00 
artieles for national and trade ataf^a- 
zmes, ami has jnst finished a hoali 
"//(/ tr /•//.</// iMVoiits and Art Direc- 
tion" pnhlished hy MvGraw Hill. 
Here are his pnnc^ent conunents on a 
phase of at^enrv tr operations nnich 
'uisnnderstood in the trade. 

"Often nuicli too ofttMi. I ihink 
people inside ;iiul outride iiL^erici*^^ 
wonder if there i> ain ju>tincation 
for lia\ini: an ad\erti>in<: l\ art li- 
reetor on an aiitMirx pa\r»»ll. 

On llie 'iurface. it M'eni> In l>e more 
economical io enip|o\ out>ide ialenl. 
^ ou ran tlie art ^talT of a pro- 
dncei on a fee basis. ^ on don't lune 
a full-linio art man to f(H^d and elotli*^ 
e\er\ da\. And nui\l>e free-lance help 
could do the jol> as well or ]>elter. 

Init letV look at the situation a 
little nn)re carefulK . 

Producers employ idea men. or 
rna\ he idea men lliemseh es. but !he\ 



are rarel\ as e\]>tM'ienc(Hl in adver- 
tisintc a> a profe>^ional agenc\ art 
man. \nimutor>. loo. are l)a>icall\ 
teelmician> with a Ixmi! for >houman- 
>hip. riie\ can tell a ^to^^- l>nt som*^- 
one runs! tell them what the s!or\ 
>hould he. 

1 hen there are llu)>e who ^a\ win 
bother with an agenc\ art man.'' he! 
the aijenc\ uri!er> woik tlireclK with 
tlu^ proflucer or animator. 

I Wit where doe> thi- lea\e xonV 
\\ riler> >pend ni<»>l of their wakin^r 
hour> h(diind typewriters. >()me ha\e 
a little production experiein'e. 1 )n! 
mo>! think in tei ms of w ord> anti 
^onruU. I n the \ i>iial area> the art 
director easiK <uit>hin<*- them, lie 
dealinir with picture^ mo^t of tlu^ 
time- e\(Mi when he ordei^ >leak in a 
re>lauranl. he ha^ xi^ion^ of how it 
>honld look. 

\\ ithoul arl directors act in i: ii> 
buiTers helw eon ai:eirc\ w ritcr> and 
outride producei>. the pro(hicli(tn of 
connnerciaU w«mld he nuuh loo 
e\pen.-i\(^ for mo>t of the frei^darue 



protluc(M> to e\ en lr\ l») attempt. 

The iiiowin^ pain>. the hil-or-mi>^ 
experiuKMitalion that lioe^ into a com- 
mercial llu* f ru^tration> and ex- 
pense all lhe^(* are bornr b\ tht* 
a*j:enr\ arl director. Few oul^idt^ pro- 
ducer.^ and then arl direc tor> would 
be willinir or could alToid to p;ir- 
licipale all alonu the ua\ in the birth 
of ii commercial in a crcali\e. ron- 
>cirntiou^ ai:enc\ . 

I>ecan>e he ( ombine> < ieati\e and 
>ellin*i experieruc. the l\ art din (tor 
hold> a uniipie p<i-ition in the ai:iMic\ 
bu>lne». I le an im[>orlant. and 
nece»ar\ coii in loda\'^ t\ counncr- 
cial production. 

I)(^^pile the critic i-m thai i> often 
le\ eled aiiiiin^t him. he e> time 
and mone\ for e\ cr\ one on both 
^ides of t he commercial prodiu t 
fencf\ lle*^ the one pt^r^oii in-idt an 
a<j:enr\ w ho kn<»w^ be>t w hat make- 
for a LM>od t\ connnei rial. 

I m m^t -a\iiii:. ()f coui-e. that li*' 
i- pcrfet t. Init don't think tliat \on 
( an do w ithout h>in I * ^ 



^ Oklnlioiiia oil firm k^^p?^ liw l> pe> ot air iiir<lia 

^rlir«liilrs in orl)il <liiriii<<r ihv year for roiisistnit impart 

^ Special «'oiilrarl forms assure iiiaxiiiiiiiii poM'er I'roiii 
$ 1 ,25(),()()() radio/ Iv rx]>riMliliirrs in 18-slal«* arra 



N ('\t week I)\ Sunrav Oil C(t. 
lM'<:ins i\ ()o-ni:H k(i ^ninni<*r i adio 
--atni'nlion (lf"^i<:n*'(l to tnkc uji where 
ils winhMtiine [\ left oil. The ^elieih 
irh* of l.D/s iv pnit of a five- 

pro n<re(l r;i(li(t t\ ^trat('<r\ tliat will 
int<Me^t any a(l\erli>er wilh rejiioiial 
tli^tril>ntion. 

1 he >*)7.1 million Siinra\ Mid- 
(^)nliirenl Oil ('o. ( of whh h DX 
.^iHiiay is the niiukelin^ arm) pnl^ 
(>:/; of a S2.2()().0(){) ad hndjiel ( h> 



.sro\^(Ht estiniatel inio air nuMlia. 
lleieV the fr\e wa\ plan ii>e<l h) the 
f'oniparn to streteli its dollars t)\ er 
an lo-stai(* nuiiketiug aie;i: 

• Sy ndwafcd fr .slioir in 39 mar- 
kets I Sept. -June I. CoM : SJl.lO.OOO. 

• ."^iirnrrier nid'io saturation in ()\\ 
markets f J nne*S(*j)t(*nd)er I . Co>t : 
^T.l.OtH). 

• Fiinti radio in 27 markets i three 
fn e-minnte shows per w eek, 32- 
weeks). Cost: SMKUHK). 



• i o-itp ludut ioi di^tl ihntor>. 
rnrrentl) 10 niarkel>. CoA: $o().(H)0. 

• "7V/.n/i Force" radio I for trouhle* 
>hootrnii: and hij;hli^htinir special 
eampaijins I . (^>st : variahle. j)art of 
a S.'^.'SO.OOO >pecial ramj)ai<ins hnd<ict. 

( til figures (fiv i^Vi)^S(n\-ostini(rtcd.) 
1 ler(\ item h\ item is how it all 
together; 

I. S\ iuli<ale<l ^liow 

Snnra\ is a firm heli(*\er in nsin*: a 
^} ndreated sht)w for a romj)liraied 
cop} stt>r). *'Syndieatiori tMiahles u? 
to make a series of impressions with- 
in n half h*)i]i,"' sa}s ad\ er tisirij; co- 
ordinator Leigh McCasIin. ""This he- 
came j)ailicnlarl\ important when we 
a(hled Htn on to onr motor fuel in 
mid- 19:^7." 
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SUNRAY WRITES STIFF CONTRACT 



Sin!ra\ ii>v> >\ ritliciilcd l\ |)n>- 
urant> for M) \\cck> in 39 kt*y nuir- 
kct?^. lJu>l uiiulin*; u|k \ei< York 
Confidential. I 

\\\ (Tenting ;i >lning ini- 
|Kui, Suni a\ aiul il> iigiMu \- Polls- 
\\o()(ll>ur\. Kansas Cit\. Iki\o found 
llit*\ can main til in salc> power u ilh 
iculio througlioul the ^nrnrner at t)ne. 
tenth the eost. 

Hut niereK |)hieing the shows in .'>9 
ke\ niiirkets is not enough. How th>e> 
Sunrin aehie\ e nuivinuini ini|)nct 
w ith all it> t\ ini|)re>>ions ohtaininl 
at the same time e\er\ week in each 
market? Ke\ to the ^trateg^ is th(* 
wa\ Sunra\ |)!eks its >tati()ns.. 

*'K\er\ station get> a ehanee at our 
husiness." e\|)lains Cene Dennis, air 
media e\eeuti\e at Totts-Woodhur} . 
Kansas City. "We go into e\ery mar- 
ket, talk to e\ery >tation. Hefore di>- 
cu>sing availahilities. we go over a 
form that's a .^upphnnent to the stantl- 
artl contract. It's designed tt) elimi- 
nate all the guesswork in\ol\(Ml in a 
"station l)n\ 

The contract >n|>|>lcment (outlined 
in the hox on this page I i^ tle.signed 
to co\er e\er\- concei\alde area of 
nn>un(lerstau<ling and aml>iguit\. 

"Kirst of all." sa\s l)enni^, ''it 
takes the 'hot air' out of the pronii>e> 
of hig promotitins. Station >u|)port 

agreed upon in atKance and writ- 
ten into the contract in a ^|>ace pro- 
\ided. One thing we e\|)ect in ever\- 
market h 77 Guide in>ertion>. In 
this \\a\. the schedule is .^et from the 
beginning. 

Dennis sa\> that $10,000 in shi|). 
ping costs alone have heen saved as 
a result of item No. [J sti|»ulating that 
the >tation will return all episodes in 
the >eries tt> the agency |>re|nnd. 

'1 he contract al>o a^^ure^ Suura\ itf 
it> full 29:30 running time. 

1 he station tri|)> not only result in 
the hot contract terms hut in the hot 
availahilities. sa\s nenni>. For e\- 
am|)le. on ei<:ht lor hO^l I of the CHS 
TV statuuis used, the half hour fol- 
lowing Gunsmoke wa> secured. Plac- 
ing the show in this wax has brought 
>onie important rating advantages. A 
one-week audience study made in 
March turned up an a\ erage tertiary 
Uhree-ratiug system) average of 32.6 
in Sunday's 39 tv markets. Accord- 
ing to Dennis, this is 30-to- 10' r more 
\ Please turn to page 74) 



R, VV. McDowell, DX Sunray presi- 
dent, and his agency, Potts- Woodbury, 
make a "contract supplement" (excerpts 
below) a part of every station buy for 
syndicated tv show in 39 markets. All of 
Sunray's commercials (seen being filmed 
on opposite page) get expOi>urc only on 
tv show in 39 markets. Contract is aimed 
at getting maximum merchandismg sup- 
port, impact, savmgs out of tv schedules 

2 ACCKPTA.NCR! of this contract guarantees (his client a rate 
comparable to any lower rate offered to any other petroleum 
adrertiser. 

2 STATiOX WILL PrUCHASL and place {specified) inches of 
paid neu'spaper advertising in support of the l)X Sunray tele- 
rision program in nearest major metropolitan piiblicationi s) . 

O STATIOX WILL SCHEDULE (specified insertions) in TV 
" Guide {or similar publication) during the next year in support 
of DX Sunray program. 

^ ALL PUBLICATION SPACE arranged for by the tclerision 
station in support of the DX Sunray Oil Co. television pro- 
gram ivill include listing of "/)A' Sunray Oil Co." as sponsor. 

g STATIOX AGREES to conduct a prerieir of the DX Sunray 
Oil Co, television program for DX dealers and their irires prior 
to the telecast of the initial program. 

C STATIOX WILL EXTEXD fifty-two (52 1 week rate protection 

■ to Potts-W oodbury^ Inc.. on behalf of its client, DX Sunray 
Oil Co. 

y EACH PROGRAM, providing film production is adequate, will 
run a full tirenty-nine minutes and thirty seconds. Vmler no 
circumstances will station alter or edit the film to shorten it or 
to delete film credits. 

O THE AGENCY //•/// send all episodes prepaid to the station. 

■ The station will return the film promptly prepaid to the agency. 

g STATIOX AGREES TO SEND to agency complete monthly re- 
ports indicating the extent of station publicity and promotion 
on behalf of DX Sunray Oil Co. tr programs. 

STATIOX HAS OUTLLVED to agency that it will conduct no 
less than the following publicity and promotion schemes in 
promotion of DX Sunray Oil Co. program: \ amount specified) . 
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^ An authoritative siiiiiiiiary by an American tv e.x- 
pert ol' ninshrooniing $29 million Japanese ad nnMlinm 

^ Thoujjh only six years old, Iv in Japan claims more 
than 2 million sets, 34 stations, 10% of ad bndjiets 




By Richard P. Doherty, 

V resident. Tr-Radio Management Corp. 

During late March of flu's year, Mr. 
I)o/i vrty vis {fed every t v station in 
Tokyo: t'onjerred with key Japanese 
broadcasting officials, and at the re- 
(jiicst of the Association of Commer- 
cial Broadcasters in Japan, held a 
conference-clinic for the nation s 
radio and tv broadcasters. 



I el<»vi?i()ii \> l)r<: ioague in Japan. 
h]\ lliinir ali4nil it \> l>lg league. 

A> an atlverlrsing niediuni. Iv ac- 
ronnls for ap|)I■o\I^ullel^ 10^^ of all 
a<l\erlising outla\> and is growing 
rapidl). In l^oo. Japan tv re(*eived 
1().5(k').()()0.0()() ^t■n ($29,166,666) 
which was 9.9^' of the 1958 all 
nuHlla expendilurtv of 106.5()0.()00.- 
1)00 (S295.83S.000 I. 

T\" in Japan was started in August 
195.'> hy ^NTV. the pioneer station. 
Toda\ tluM'e are 26 t<de\ ision stations 
throughout the nation, with eight ad- 
ditional <)p(nations alrc^ady in die 
])ror<^s^ of *'going-()n-tlie-air." R\ 
niid-\Ia\. 1959. Japan will luue 31 
t\ stations niid. h} the end of the 
\'(\ar. there will 1k' a total of 11 eom* 
niercial >lalions. All channels are 
vhf nnd t]i<* American standard of 



ozo lino \^ 



\\>vi\ for \ idc^o Ui 



National s<M circidation is approxi- 
niat(»]\ iwo million u itli near)) 800.- 
000-8>50.000 rn the Tok\ o metropoli- 
tan area. OlFicial >e\ regi>trations are 
>om(n\hat h(»lo\\ th(»se fignre> ]>nt it 
is g(Mieralh conc(»(l(M] that approxi* 
niat<d\ 2^y < of actual s<*t> an^ not re- 
poitiMl for lic<Mi^<* registration. 

Tokyo, with a inctropolitan popula- 
tion (^xcci^ling 8.5 nullion persons. 
]ia> six t\ stations. Two channels \ \ 
and 3) ar(» owned and operated ])y 
th** go\(Mnrnent. 1he otlnM- four 
(cluinmds 1. 6. 8. 10) are private]) 
owmimI and fidl-tiinc commerciid op- 
erations. 

Mow good is t\ in Japan? In tliis 
ol)s(M\cr*^ p<Msonal opinion, it is ex- 
cidlcnt and is ord\ sui parsed ])\ over- 
all t\ in tlic I nit<Ml States and Great 
Britain. This ohs<M\ation appli<*s to 
th<» (pjalit\ of programing, prodnr- 



tion and to tlu* \arift\ iiiul >C()[k' of 
pro^inni ^t'r\ itv ofTfit'd lo llu* puhlic. 

One cnniiol fairl\ CDnipart* Japun 
l\ with AiiUM'i<'an iU'l\\ovk l\. Vt ihis 
>la*:t', tli(* Vnu'rican concc^pi of i\ uvi- 
U!)iks ciiicl ailrllatt'> {\oc> not f\i>t in 
Japan. To In* suit*, llir 'I\)k\o ^ta- 
tion< stM"\e as ke) ovigrnalion poini> 
for associated stations in other ren- 
l(M> of tlie nation. In ord\ this re- 
>lricled sen>e are there t\ net\\ork> 
in Japan. 

\ er\ fe\\ indix idiial Vnieriean t\ 
^tation>. even in the major lop cities, 
cn<:ag(* in the and>itiou^ and e\tcn- 
>i\e local prograniini; that charucttM- 
i/.e the four 1\)k\o t\ coniniereial sta- 
tion,^. From per>onal "in-plant" \i>- 
its and. hased upon an e\teiisi\e i»ack- 
irronnd of experience \\ith t\ in the 
United States and Kurt)pe. I uas high- 
1\ impressed uith the excellence of 
pro*rrarnln^. production and opera- 
tion among all the Tok\o t\ stations. 

Vn American teleca^ter or t\ ad- 
\ertiser will find liim>elf "at home" 
in Japan t\ — except for the lan*iuage. 
Programing: i> hea\il\ entertainment. 
Neu.>5 receive- it^ regular two or three 
>p()ts in the daih >chedule. S(*asonal 
>ports events, including hasehall and 
w re.'-tling. attract a nia>si\e audience. 
S\ndicated film program^ ( nio>tl\ 
American) fill regular daih and week- 
1> >chedule segment.^. The I.^ min.. 
iM)-niin. and OO niin. program p(M'iod> 
are the \\a\ of life \\itli opening, mid 
ami cIo>ing commercial> the accepted 
practice. Commercials are of the I 
minute and r> 10 >econd 1.1). \ariet\. 
Frefiuencv diM-ounts from 7y r to 
I with ^onie end rat(*s at 20'/ 
for I.5(> lime^ u^ers pre\ ail. 

Japan t\ u>e> the >anic principle 
a- Vmerican >tntion> regarding Cla.-- 
V- H. C. 1) time >egnients. Clas> V 
co\er> the prime e\ening liour> from 
7 to 7:30 P.M. or 10 to 10:30 P..\I. 
I he other time cla>.-es conform to onr 
American counterparts. 

The four coninuMcial Tok\ o iv >ta- 
tion> all ha\e the follo\\iiig one-time 
houvK hasic rates ; 



TIME 
Class A 

Special Class B 
Class B 
Class C 
Class 0 




METROPOLITAN TOKYO has four commercial stations, 40% of the nation's tv sets 



Fundamentallv . the MY min.. l l- 
min. and rt min. rates hear the ^anle 
percentagt* relationship to the Italic 
hourl} rate as i> generallv true among 
I .S. station;?. 

American syndicated rdni> [>la\ a 
conspicuous and popular role in Ja- 
pan t\ hut top popularity naturalh 
go to localK produced li\ c* show s. 
CurrentK. the MOkxo stations land 
their afTdiates I are using Sheriff of 
Cor /use. Father Knous Besi, City 
Detective. Alfred Hitchcock Presents. 
Rin Tin Tin, Leave it to /leaver. Ab- 
bott cQ' Costetfo SboiV. // ollyivoot/ Star 
/^Uiyhouse. Superman, /)isneylan(L 
/xainar of the //uii^/e, /vanhoe. Susie. 



/^one /\aiiiJ,er, Casey Jones, /'ury, ."^ea 
//unt, Terry Tunes, ]/edic, Ihi'i /s 
Alice, \ahe(/ City, /.assie. Crunch tt* 
/)es, /)onna /\ee(/ ^hou . //oiv to l/«r- 
ry a \/i!h'onaire. Gunsrnoke^ /nner 
Sanctum, /*eoj)!e\s C/ioice. Eddie Can- 
tor Shou\ /*erry \/ason am/ //uikfe- 
berry //ound. 

Superman, 7 his /s A lice ^ ]/edi(\ 
/{in Tin Tin. /Mssie and Te^r^ Tune^i 
are currcnth considered as tlit* most 
popular s\ ndieated \merican pro- 
grams. 

1 low can the Japant*se pnhlic un- 
derstand American >\ ndieated film 
programs? The answer i> ea.-v. With 
Urease turn to pai^e 7() I 



JAPANESE TV STATIONS engage in more ambitious local programing than most U.S. outlets 



YEN 

500.000 
425.000 
350.000 
300.000 
250.000 



DOLLARS 
51.389 
1.180 
972 
833 
69-t 
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Net tv spending picture is mixed 



^ 1M3 breakdown hy in(liistri(\s shows 1959 spendinj^ 
up for lol)a('ro, (lrii<j;s jiroiij)s, down for milo niak(*rs 



TTlioUi:!! tu'twotk t\ e\|U^n(liture> 
( onliruie ri>niu. indurdiial iri(lu>trte^ 
.-Ih)u r()ti>i(l(Mal)lt' \ariatioti in thoir 

\ri anaU^i^ of jiro^s time expen- 
clrturt's (liirin<i the fn>l (|iiartcr of 
iMtth \t*ar^ ^liuw tlii> to ho true (nen 
atHon*i tht^ hip: >|)en(hM s, w h(^re a 
rhan<:e in a f(n\ percentage |)olnt> 
ni(*an> niillion> ()f dolhu 

Th(* ri^nr(*>, relt^a^ed h\ IM). are 
p:athenMl jointly l»} Leaditiu Vational 
\dverti>(M> and Hrttadea^t \d\erti-- 



ers rie|)orts (lAA-BAH). The LXA- 
H \K fi^riires he^ran app(*aring la>t 
\ear and >uper>eded Plli (hUa. h»n*i 
tht* !-tan(hir(l in lh(* indn^try. 

\\ hile hoth sets of figurt'^ cover 
grf>ss time spending, they are not 
^lrietly eomparahh* on an iridu>tr\ 
hasis. riB in(histr\ totals \v(*re ha^ed 
on the majf)r product cat(^*:ttry f(tr 
each adv(*rtiser. That all V^G 
>periding was credited to the >oap 
and cleanser group. e\en where eo>- 
nu^tic c(»nnntM'cials wcrt* used. 1 he 



more accurate LXA-BAH figure^, 
which reflect ni()nitoring of all net- 
work tv commercials, hreak down 
spending ac(^ording to the product 
category. 

Of the major spending categories, 
tohacco and (h ugs made the most ini- 
prt*»t\ e showing. Both groups are 
spending at the rate of more than 
>2() million annually in gross time 
o\er last year. lM)od spending is 
also lip ahont the same amount of 
dollars hut the increase is less per- 
e(Mitage-wise ht^cause of the larger 
1937 dollar hase. All three groups 
ran ahove tin* average increase for 
>pot t\ as a whole. ^ 
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WEB TV SPENDING 


, 1ST QUARTER, 1959 VS. 1958 








CHANCE 




% CHANCE 




\(,|{|(:i LTl UK 


-f 3614.6 


IM)[ sthi \l \IATLH1 \l> 


+ 7.1 




\vv \ki:l. kootw i: \i{ 


+ 


17.3 


INSl W WCE 


+ 63.8 




\l lOMOnVL 




24.7 


JLWKLin, CWIKKVS. LTC. 


- 13.2 




iiKKK. w im: 




31.3 


DKl C> 


+ 24.9 




1 la ILI)I\(, \1 Vi 1 I^1AL^ 


i- 


122.4 


omcL LOl IBMLN W KTC. 


32.5 




( \^l)^. m)I^t duink^ 




42.7 


BOLI I IC\L 






( \lld( >\'A{\ \iA.> 




14.2 


I'l 1;LLn|IIN0 .\ \ILI)I \ 






I- Ml Kl VIWIIAI 






H\I)I0. lA ^l•:'l^. LTC. 


- 26.6 




l'()(M) 




14.9 


>MOKI\0 \l A 1 LUI \L> 


36.7 




hUl- Kdll. 1)1 \ 1 LOPMIA r 






>i)\V>. ( LK\\>I U>. W \\K5 


5.3 




\^(i|J\L. LI BUM \M> 




1.3 


>B()UTi\(; (;ooi)> \ l()^^ 


57.1 




IIOIM l( i LI 1 KL 




66.1 


i()iLF;rKiL> 


- 1.7 




IKil >l MOLD LOl IB\II \ 1 




20.0 


rU \\ LL. llOTl-L> 


23.7 




iioi >Lii()Li) I I i;m>iii\(,> 




0.5 


\1IS( LLLWLOl > 


10.2 




r.N S It Mi " . t • . Oni 






TOTAL 


+ 8.9 






LONG- AND SHORT-LIVED COMMERCIALS— Barbara Britton for Revlon and George Hicks for U. S. Steel— represent opposftes in creative 
approach to longevity. Revlon wants multiple repeats for nai! polish in same besic demonstration; Steel filmed one-shot for pre*Sugar Bow! game 



What's the life of a commercial? 



^ Not many <'li<*iils can rival ihv siH*c<*ssrs of l^it^Fs 
and l*<*|)so(l(Mil in r<*poal airinjjis of ihv sanu* oonmuMM'ial 

^ Survey of ag<*nci<*s r<*v<uils hvsi >vays lo prolonjr lif<* 
of roinnHMM'ials <*veii tIiou<ir]i llM*r<' is no <*xacl formula 



:irnfle (M<rarctt<*s kmcIkmI 



hiirli- 



■ oi e\er\ 1 Vpsodeiil **\oll<)\\*' jiii- 
gle I wliirh (Icnioii^lrntetl llllll^ual 
^laviiit; power with nidio audiences 
for a full \ear and a half al >alnrali()n 
>lrenj:lh) there are <h>z(Mi> of com- 
niercials thai <h)irt make the gra(h\ 
rhe\ don't ha\e the hm^ nir life 
which adverti>er> hke for conlinuit\ 
and economic reason>. 

How \ou extend the life of a 
tv or radio connncieial? How often 
can \ou r<'ptMt them? si'ONSok a>kcd 
a uroiip of ieprc>cntati\e ai:enc\ m<Mi 
— e\eculi\e> in radio l\ deparl^lenl^. 
in media and in copv uroiips what 
theii- formula i<. Their collect i\ e 
answer: We don'l have onel 

There's no vardstick which can 
applied hecau^e each account, each 
media problem, each co[>\ approach 



and each ap:encv i^ difTeriMit. led 
Uat<*> agenc\ lia> done exeeptioiiullv 
well w ith the hamuiei -und-ton^ lac- 
tic on .straight - an<l hard-M'll diuiz 
item>. William K>t\ has e>taldi:?hed 
a well <le>ei\ed repiUation for adapt- 
ing n -ct of nui>i<-al \ariation> to a 
•single, predominant cop\ lhenn\ 

K\er\ agenc\ ha«i its ^ncecs>e> in 
tcrm> of long-enduring conuuerciaU 

hut the\ >eem l(» uirive at the«-e 
>uc<M>>es in an in\ ei ted w a\ . The\ 
are much more of awaie of h()w 770f 
to huild eon>um<^r iiec<*[>lance w itii 
re[)etition than how to work direeth 
for that aect^ptance. 

lVp>o<lenl u-^ed il> "\ellow" jingle 
a^ much as 'MM) time< a week. we<*k 
in and we<*k out. in a single cit\ . \n<l 
the introductory campaign for Hit 



level mark of f>0() i'epeal> per week. 
lUil n<Mlh(M Koote. (ioue \ ludding 
nor l>ni)(). r(^^pecti\ e agenrir> on 
tht*^e a<-eount>. even lM*gin> lo know 
I he full au>W(T a> lo how often a 
< ommereial can \*r rep(Uil(Ml. 

Fa en though there ^e<Mii> to he no 
final iiK'thod for extending the life 
of a commercial, agent \ p<'ople ha\c 
>omc strong elue> w hidi det< i mint 
their action. The main factor^ the\ 
keep in mind I and a (hUaih d li^t 
a[>[»ears in the hox on [)age 12 1 in 
working for ^ucce^^ful repcat> are 
.•-al(*s tmus. variations on a ropv or 
mu^ie theme and audience idrntifira- 
tion. 

• Sulo lnru<i. \> loiiir \onr 
^ales >tav up. \ our comnicicial ( an 
he continued, l lu* hiugesl an<l in<*^t 
urgent r<\l^on {nr changing copv or 
conmiercial lechni(|uc declining 
^ale^. 

lu'\ Ion i^ a goo<l cxiim[>le i»f 
•^taxing with a winner, ll^ 1 I'at 
commercial w ith Harhara r)rilton 
hasn't undergone an\ ha^i< clian.i;c 
>ince June 19^'^. .\> out l»e\ loii 
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WHAT AGENCIES DO TO LENGTHEN 
COMMERCIAL EXPOSURE TIME 

L sr (I hfisir uiiisir or copy theme hut deveiop srvcra! 
V(iriatitnt,s to hohl (ludienre lutorost. 

Prtnlnco rouiiiiorridh in segments for aroiin(L 

Choline midirtirrs hy rotatlnyi time siots^ proi^ram (idjn- 
retirios^ to i*rt different rttnsuiners, 

Srhediiir dura hi o jingles^ hut make theui top quality, 

(Ireate a friendly* warm climate to piet the same kind of 
audience reception, 

Vse animatittn carefully; kids like this technique more 
than athilts do. 

Include a straip^ht-selh eye-catching deunjnstration. 

Omit specific time or seasonal references, 

(Joak strai*jiht- and hard'Sell in an entertaining^ format, 

(Aothe performers in casual rather than hiiili-fashi<)n ap' 
pareh which hecomes o\itd<it(*d. 

Develop commercial charru'ters fttr use in different sittm- 
tittns : this uin.xim iz(\s id<nitification. 



^[tokr^nuiii ])iit il. "\\ fM ri'iizN to 
:^\\ itch it w liilc lliis nnt' itom (m> il- 
linium to I n il II! ill M Ml 11 lion ii 

• \ iiriiil ion on ii iIumiu*. Mod- 
el ii ndiiini lliiiik ;i ^in<ilr idrii. or tlif 
iiuiiii copN points >ot in llic fo|i\ 
pkilfoirii l)\ ( rcalixc i>kiiintM>. iit'«Mh 
to W n pcnlcd oxer and o\or iijiniii. 
lUil th('\ fijiUi*' m't iiiurli more 

iniU*;i<ic from tlu'ii ((tiniiifi fial> In 
ho\iii^ st'xri'iil \ il I i;iliori> on llii^ sin- 
^k* ihriiir. 

K>1\ foi HalkniliiM*"-. hapju witk 
Its idnilif\ iiif: jilI^il(^ and iiinsi*' 
I hrinc. la ik)i> iiliit* i li\ llniis to ihr 



music lo enhance interot and e\elt(^- 
ni«'iil and to appeal lo diiTerenl kin(l> 
of audiences. Dncinesne heer (k)e!- 
the ^aine. a«ki|)tiiij: six \ «M>ioiis 
l)i\iekin(k polka, swinjx. eaUpso. 
march aiitl iiislriiriu'iilal iiiiisie lo 
om» M^llin<i duMiie in jiiiiik' form. Il s 
Used this tacti( for two ) ears, a lul 
pkiiis to ( oiitiniK* with one ka^ic coin- 
mercial as h)ii^ as sakm ^la\ hiiik. 

KoHo I Innlei . \ .p. for ratlio aiul 
l\ al hA\ (k'>r«ins coiimicrt iais 

in ^e<imeiits >o llic\ can lie >linnk*d 
arormd for new appioache> at no 
extra cost. lleV done this siieee>^. 
fnll\ for KLM airlines, and is fiiii>li- 



iii«r a new sorio for (]oel> ( Personal 
PrtxhK Is Corp. ) w hicli "iinolves 
.'iCNeral nie(*lies of arlion that main- 
lain audience intere^l after ihe pri- 
niar\ sale."- message has keen told." 

• Audi V 11 ce i il fMi t i fi ra t i on . 
\rlhur Panh)lk chief tiniekuyer al 
T'Ci^H. ihinks **\\ ariiitli and friendli- 
ness ar(* Snusl' in;:redieiils.' in kuild- 
inji coiiiniereial."* wilk sla\in^^ power. 
.\Iu>ie — and lki> \> a kasie aiulienec- 
jzellin^ feaUire in ike hulk of eom- 
iiiercial> loda\^^ — telld^ lo build audi- 
eiict^ identificalion. 

So do ckaraelcr> who people ike 
c(jinnicrcial slor\ line in radio and 
l\ . lUU. one a<icn<*\ man warns, , 
"Don I «)\erdo aiiiination. Kids love 
it. and don l mind seeing ihe same 
film o\cr and o\er again. Hut adulls 
gel a little tired of animalion wlien 
iTs oNcrdone." \ecco kas a long- 
dislance record— siN \ears — in its 
singing aiiiinalicjii and music film for 

\ 4)UngSt(M"S. 

One agenc) \ .p.. coimnenling on a 
Maxwell House eoinmercial for Iv, 
said irick dance lke\ used ap- 
peared lo me. and I tkink lo 'most 
«ner\on«»- as conipleleK asinine. I in 
sure ikeir simple Flax or Hud demon- 
slralion under a niagnif> ing glass has 
sold a lol inor(* (^olTec and lasted a 
whale of a lot longer. ' \ 

Admen agree dcnionst rat ions — if* 
w ell d«tiie will lun e a \ er\ long , 
commercial life. Hut the {\\>{ rule 
of am connm^icial. short or long, is 
that il ke etTeeli\e. 

Some cliciils icunt a skorl-lcrin 
comuMMcial. (I Sleek for example, 
u ill go inlo elak orate on -local ion 
fi lining for a fo<>lliall discus.'^ion 
sckcduled for telecast a single lime 
onl\ keforc ikc Sugar Howl ganic.^ 
Hut main clients get a .^horl-terni 
(Mtimnercial when it wasn't planned 
In he one. 

\nolker tactic: new lif(* can kc 
put into ain e«mmiercial k\ a ckaiigc 
of audience. This is where the media 
department (*omes in lo work willi llic 
prodnelion stall. If \on switch \oiir 
lime slots from aflcriiooii to e\(Mdiig 
to morning, frtnii a music show lo a 
news adja«enc\. from a rock n roll 
station lo a standard operation. \«tii II 
ke sure to kit xnu*^ new audience 
segments wkich ha\«* niidulled tastes. 

\genc\ people tkink clients icacli 
a salnralion point ln^foic the audi- 
enc(? (k)«*s. Stuart LiidUim. diieeloi 
[Please turn to j)af:e 74 > 
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TV BASIC^JUNE 

More stability in summer net tv 



^ iAlore olicMits stayiiiji with sliows^ iiioro time sold ami 
loss program tiiriiovi'r rc^lhM'ts optimistic sales outlook 

^ The liot weatluM' liiHMip, at prosstimc, iiuliHlcs 24 
roplaccMiient profjjrams; last season the total came to ^^7 



N etwork suiiinuM lineup \> 

!ii*;lili*zlite(l 1>\ more ^tal)ilil^. nion^ 
sponsors aiul less pro*:rain lnrno\er 
thnn last \ear. 

The reasons. a> eelioed 1)\ network 
^pokcMiien: Last ^unlrner. a recession 
\ear. siiw a rnas^ exodus of spon>ors 
ill June, with a rerord nnniher of 
replacements hitting the s('re(Mi>. 

'riii> \ear tlie picture i> vevers(*d. 
Clients, for the most part, are .^tick- 
ing with their .-hows, partieularh via 
the re-run route. l^UNing for the 
fall is near completion— a reflection 



of high hope^ for rising saU>. 
The >tati>ti<>: 

• This summer a total of 2t re- 
placement >liow^ will he aired: \1>(^ 
lia> .MX. CliS. eight and M5C. 10. 

• La^t ^unulrer the total \\a^ '^7. 
with 10 at ABC. 12 at Cn< and l.i 
at XHC. 

These totals. co\ering show^ hegin- 
ning an\wher(* from Ma\ through 
August each \ear. include hoth .spon- 
sored and sustaining ()rog ranis. 

Here's a network rundown of sonu* 
of these replacement shows: 



ABC: I*()lhn Co-Round, for Texas 
Hangers: l^antomine Quiz, for \ oirc 
oj Firestone and Music For i Snrn- 
mrr \i^ht, for IM) month's 11 rik. Ml 
newcomers are sustaining. 

CBS: Frontier Justice and Joseph 
Cotton take o\er. with (general Foods, 
f ( ) r Danny Th orn a s a nd A n n Soth - 
em : I ndvrcover Man. lMiainia( futi- 
cals. fnr Feck\ Had Ciil: SpotUu^ht 
Playhouse. IVt Milk. >. C. Johnson, 
for Red Shelton: Andy II il Hams. Ke\- 
lon. for Carry Moore, and onedionr 
drama re-rnns for Ferry Mason. 

NBC: Suspicion, su-^taining. for 
Steve Allen: Lauless ) ears, .sustain- 
ing for ()ldsmohil(*'s Too ) ounti To 
Co Steady: Ha< helor Father mo\ es to 
N I>(^ w itli \nuTiean rohacco aufl 
\m(Mican I loin(\ for Luiiich Line: 
21 Beacon Street, Ford, for Ford 
Show and Rest oj the West, -ustarn- 
ing. for ('olgateV Thin Man. ^ 



1. THIS MONTH IN NETWORK TV 



Network Sales Status Week Ending 6 June 

Daytime Nighttime 

^lfllin01lllillin'11lll!"'li"'-^'T''''^'''''"'"f^'''''l!!!l''!^^ ^llfllIlIIIllj!]I'ii;"i'"!!T'!ti™"V"""i",i" ' 'ittvi'"" tti-"'""«i •■■■irvi [ . i,t ^ .-ni" ■. <)i<|iiif'i- ;-.i|ii|iti >• »rfii« p 



SPONSORED HOURS 1 ■ SPONSORED HOURS 



I 



I ABC ^Hi^^Hl3:30 | i ABC MMnm19 | 

I CBSv mm^m^^m^mn -AS | { CBS h^hmh24:45 | 

! NBCt ■hh^^hh23:15 1 i NBCv ^^hh21 :I5 I 

I ■ 1 1 

^•ifi' I II 11 I irii iio nil »i I'll 11 MMiuiiiW'ffliiiw^^^^ !:i>*iiii ,< nvimm nini||i.i'i ; i '-'i t»r:n»i »* tm?. 

Tv Dimensions Today 

Tv homes index Tv retail set sales index 

gifr rmi 11 III iiiiiRniii prill n r 'i w ■ " *^p 

1 1959 1958 



i r. S. homes 51.4 .^0.6 



3 months 3 months 

March 1959 March 1958 1959 1958 



iTvhome. 44.0 42.5 ^^5,749 116.756 1 ,375,626 1 .-WW) , 

^1 



-<wia iiniiii tiiiiiiiii!iiiiiii!ii 11 iin 111! ii h . ii m iifi nifn-Hik 



SPONSOR • () ji >E p;59 



2. NIGHTTIME C O M P A I 



SUNDAY 

ABC CBS NBC 



ABC 



MONDAY 

CBS 



NBC 



TUESDAY 

ABC CBS NBC 



A» 



Behind The 
News 



Meet The Press 

sust 



John Daly News 



John Daly News 

sust 



|ohn Da^ 



Twentieth 
Century 

I'rudentlal 
(RMcC) 



Chet Huntley 
Reporting 



No net serviee 



D Edwards 

Amer Home 
(Bates) 
N L J9.500tt 



News 
N-L J6.500Tt 



D Edwards 
B&n (DDB) 
DuPont (BBDO) 
S-L $9.500tt 



News 
N-L $6.500tt 



I You Asked for It 
Skippy I'eanut 
Butter (GBB) 

I M F J24.0fiO 



Lassie 

Campbell Soup 

(BHDO) 
\ r J37.000 



Midwestern 
Hayride 



No net serviee 



No net serviee 



ABC News 

sust 



D Edwards 

Amer Home 
(repeat teed) 



News 

(repeat feed) 



ABC News 

sust 



i^heycnne 
(alt i^ks 
7;30S:30) 
Harold UrtclWe 
(K&E) 
Jolmson Ji>hnson 

(YXn) 
Armour (FC&B) 

w-F jrs.ooo 



D Edwards 

;U-ns >n & Hedges 
DuPcmt 
(repeal fted) 



News 

Te\ac<^ 
(repeat feed) 



ABC 



Maverick 

(7:30 8:30) 
I Kaiser Co (Y&D) 
I nrackett (T&P) 

F J70.000 



Love Luey 

SUft 

'U .tarti 



*Stcve Allen 

(7:30 Ji:30) 

nr\ (ic&E) 
V L sios.ooo 



Polka Co-Round 

i,7:-M» .s:30> 



Name That 
Tune 

American Home 

(Bates) 
Q h J2^.000 



Buekskin 
V&.Q (BAB? 

L r 29 



Stars in Action 

sust 



Dragnet 

V&G (B&li) 
alt 
sust 

MyF S35.000 



Musie 
Summer 



Maveriek 



Ed Sullivan 

{>i 9) 
MtTcury (K&E) 
alt Ko lak (J\\T) 
V-L J79,500 



Suspieion 

(:::^u «:;!u) 



Polka Co-Round 



The Texan 

Urmvn & Wmsn 
(Hates) 
lit 

!,eTer (KUK) 
\V F J37,000 



Restless Cun 
sterling Drug 
(DFS) alt 
P&G (Compton) 
\V-F $37,500 



Sugarfoot 
(alt nks 
7:30 8:30) 
Am Chicle 
(Bates) 
1. J. Heynolds 

(E5ty) 
■ F J7S,000 



Playhouse of 
Mystery 



Steve Canyon 
L&M (.Mc-E) 
alt sust 
A-F JH.OOO 



Musie 
Summer i| 



Law Man 

H J. Heynolds 

(I-isty) 
General Mllla 
(I>rK> 
\V F J 11,000 



Ed Sullivan 



Pete Kelly's 

Blues 
L.tM (Mc-E) 

air o, ; 
i F J^^l.SOOt 



Bold Journey 
BalstMi-Purlni 
(GBH) 
A F J9,500 



Father Knows 
Best 

Ixever (JWT) alt 

Scott (J\\T> 
Sc r J3fi.0C0 



Wells Fargo 

Amer Tobacco 

fssc&n) 

alt nuick 
(McE) 
\VF J13,S00 



Wyatt Earp 

Gen Mills (DFS) 
alt P&O 
( Com p ton) 
W F J38.000 



To Tell the 
Truth 

Carter (Bates) 

Marlboro 

(Burnett) 
j L $22,000 



Jimmy Rogers 
I^M (DFS) 
alt sust 
V-L $35,000 



Ozrie Ot^ 
Kodak pi 
li 

Quakei 
(\VI 

Sc F 



Colt .45 

Colgate (Hatfs) 
Harold Illtchle 
(K&E) 
\N F J13.J100 



C. E. Theatre 

r.<^n Electrk 
(BBIJO) 
Dr F JH.OOO 



*Dinah Shore 
Chevy Show 
(9-10) 
Clierrolet 
(CampE) 
V L $150,000 



Pantomime 
Quiz 

^ut 



Danny Thomas 

Gen Foods 
(DAB) 
So r $t7,50O 



Peter Cunn 
nrlstol-Myeri 
(DirS&R) 
My-F $33,000 



The Rifleman 
Mrles I^b 
(Wide) 
VfiQ (BAB) 
Halston 
(Gardner) 
V F $36,000 



Peek's Bad Cir 
harmaceullcals 
(Pirksont 
V-L $30,000 



The Californians 
Colgate (Mc-E) 
h G 16 

sust 

\V-F $37,500 



Donna W 

Sh. 
Campbe>« 

(nn 

I' 

Sc-F » 



'Red Skelton 
Pet .Mrik 
(Gardner) 
S. C. Johnion 
(NL&B) 
CP $52,000 
Spotlight Plyhse 

01 30 S) 



Deadline For 
Aetion 

(9:30-10:30) 

lU^t 



Hitchcock 
Presents 
Brr- tol Myers 
(^Mt) 
My F $39,000 



Summer Chevy 
Show 

(ri 10) 
n, ir let 
'tl r ftart) 
V L i< ■ iiui 



Top Pro Coif 

(9:30-1030) 
General Tire 
Ilul.bir (H'Arcy) 



Ann Sothern 

(BA.B) 

.Sc V $i0.ooo 



Aleoa-Coodycar 

Theater 
Al(T.a (FSU) ill 
G-(ir>dye«r (YAR) 
Dr-F $39.00< 



Naked City 
UTiltehall 
(Bates) 
Urown A Wmsn 

{Bates) 
My F $37,000 



Bob Cummings 
Reynoldi (Ejty) 
alt 

SUSl 

Sc-F J3C.000 



'1 



Deadline For 
Action 



Riehard 
Diamond 
ly.rlllard (LAN) 
A ■ F J3G.000 



Lorctta Young 

PAG (DAD) 
Dr-F $12,500 



Top Pro Coif 



Desilu 
Playhouse 
(10-11) 
Westinghouse 
(Mc E) 
Dr F JS2.000 
(average) 



Arthur Murray 
Party 

P. Ix>rlllart! 
(UtN) all 
V-L J30.00C 



Alcoa Presents 

Alcoa (FSR) 
Dr.P $35.0C0 



Carry Moore 

(10-11) 
RcTlon (Lalloche) 
V-L $59,000 
(»i hr.) 



David Niven 
Singer (TAR) 
alt 

Flit (Mc K) 
Dr-F $35.00< 



Wed 

Rrcnvn i** 
(Bi 
Miles ^ 
(10-1 
Sp L U 



Meet McCraw 
Allifto CulTer 

(Wsde; 
\ F $9..')0f 



What's My Line 
KellOKc 
(Burnett) 
all Hiinbeam 
f I'crrm- Paul) 
Q U $32,000 



No net serviee 



Dcsilu 
Playhouse 



Carry Moore 
Kellori 

(Burnett) 
alt 

[Mttsbuff Plate 
(M axon) 



*Cotor ifaow, TtCoet li per srpmrnt. Prices do not inrludo nustainine, par^ 
tieipatLnf or coop proifrarna. CoRta refer to averajff^ nhow coeta 'ncluding 
talent and production. Vhry ar** (froaa Hnelucle 15% «eency commiKsion ) . 



Tlipy do not inrlude eomniereialg or timr eharefn. This ehart covers period 
(i Jiiiip ■ li July PruKmni ty\H'^ nri' indirntt'd ns follows: (A) Advonlure, 
(An) \uiipnre rarticipation. (C) Comedy. (D) Doeuraentary, (Dr) 



11 



sp(»\s()K • 6 jr.NK 1959 f 



GRAPH 6 JUNE- 3 JULY 



DNESDAY 

z[ NBC 


THURSDAY 

ABC CBS NBC 


FRIDAY 

ABC CBS NBC 


SATURDAY 

ABC CBS NBC 






lohn Dj|y News 

sut 






John Daly News 
sust 




















1 
























n — ^- 

k \>od» 
It) 

b.soott 


News 
<.L $6.500tt 




D Edwards 
Whitehall 
(Rates) 
\* L J9,5O0tt 

: 


News 

Nor? Io> 

aoo ( ' 2 .s * 
^' L f(i.50Ott 


D Edwards 
F:nultable Life 
<FCAI1) 
Fla. Cltnis 
N L $9.500tt 


N ews 
Noreico 
LaRf>che) 


licrvice 






No net service 


News 

Norrlro 
SU>rllitff 

(reoc^t fecJI 




No net service 


No net service 








"Mr 

1 Odl 


News 


ABC News 
tiist 


D Edwards 
Whitehall 


ABC News 
sust 


D Edwards 
t^u (table Life 
Fla. Citrus 

(repeat feed) 


News 
N-^relro 
(repeat feed) 


1i 


ht 
ef 


Wagon Train 

(7:30-3:30) 
^ord (rir. hour) 

(JWT) 
Nitlonal niscult 
(nr. ^ hr.) 
(Mc E) 

V F jss.sno 
hf 1 


Leave ll To 
Beaver 
Mllts I.ab 
(W'arte) 
Riliton 
(Gardner) 
5 l>ay (Grey) 
ScF SSB.COO 


Invisible Man 


Texas 
Rodeo 

su^t 


Rin Tin Tin 
Nabisco (KAE) 
A-F $36.0«0 


Rawhide 
(7:.'i0 S:30) 
LeT«r (JWT) 
Pharmaceuticals 

(Park son) 
W"-F $90,000 
(1 hour) 


Northwest 
Passage 
sust 


Dick Clark 

Show 
Beech - Nut 
Life Sarers 
(YAR) 
Mu L $14,500 


Perry Mason 

(7:30 8:30) 
Fla, ^ Jtrus 
BAB) 
II. C' ra» (Weiss) 
]*arIUment 
'BAR) 
My F $2j.700 
(20 mln.) 


People Are 
Funny 

Tr. n 1 I Vm-t h\ all 

R, J. Remolds 
(Estj) 
Au-F $34.»00 


1 

i 


Iking 

13.000 


Wagon Train 
R J. HeynoIJt 

iKlty) 
Tirlous 4 hrs) 


Zorro 
AC Soarli 
(Brothfr) 
7-fp (JWT) 
A F $37,000 


)ecember Bride 
fjeneral Foc<Js 

(Har) 

^ F J,'*2.000 


Lawless Years 
sust 
Who Pays? 

■^ust '7 2 


Walt Disney 
Presents 

JIIll Ilros, 
( \.ver 
M-F $17,000 
(4 hr.) 


Rawhide 
AllM Vans 

(CM) 


■urther Advenl. 
)f Ellery Queen 

(S 9) 
Gulf (YAB) 

t 19 5nly 

Uy-F $27,500 
(H hr.) 


Jubilee. U S.A. 

(8-9) 

i\UT5Ti IM CK 1 e 

(Erans A .\ssoc ) 
Hill Bros. (Ayer) 
Mu L $12,500 
(»4 hr.) 


Perry Mason 
Sterllne (PES) 

/-I , , J » / Y A P 1 
^ f u 1 1 \ I (V rv ) 

llamiii T-.M) 

CotKat« 

Van lI*MJ<:en 
(Grey) 


•Perry Como 

(8-9) 
Kii7>bcrley- Clark. 

RCA A Whirlpool 

fKAK) 
■<*n t " AT LAN' 
V L $i2U.Utitf 


'I 

rj 


twn 
r 

») 
» 

:33.500 


Price Is Right 
LtTtr (JUT) 

spfhU'i 1^ h' i: 

Nt\VK 
tit jiri-;t 
3 L J21.500 


The Real 

McCoys 
PAG (CompUm) 
Sc F $36,000 


Derringer 
S C Johnson 

(NL*n) 

kV-P $40,000 


Too Young to 
Co Steady 

t)hlsnir-t>ilf 

Lawless Years 

fu^t '7 2 Si 


Waft Disney 
Iludson Pulp 
(X.CA-K) 
Reynolds Metal 

(Ivennen A 
Newoll) 


Amateur Hour 
Pharmaceuticals 
(I'artcson) 


St, Lawrence 
Seaway 

\.S.R. IV-^n-*' 
> KA> 
(.s *t; F .< ■ 


lubilee. U.S.A. 
Mf^sey Fergusfin 
(NLAB) 


Wanted Dead 

or Alive 
Brn. A Wmst>n 

Bateti 
BrIst£>I-.Mjert 
(D03A9) 
\V F $3'>.PO0 


Perry Como 

M.iv' i-v I! ■ 
.Noiicma 
t S SCA B ) 
Am Dairy C-M) 
Perry Prescnis 

' ■ t " -rf 


1 

9 

j 
s 

■ f 

k 

H 
1 


onjire 
tittt) 

37.000 


Kraft Music 

Hall 
Starring Dave 
King 
Krafi 
(JWT) 
auL SI). 000 


Pat Boone 

Chevy 
Showroom 

(CampE) 
VL $45,000 


Zane Cray 
S. C. Johnson 
(XLAH) alt 
General Fd<k1i 

(B*B) 
y-F $45,000 


Laugh line 

Vm IIi>nic It-ites) 
5 L $21,000 
bachelor Father 

n'>ni<' lJate») 
\m Ti>(> K.omb 
it; l^ start) 


Tombstone 
Territory 
LIpton (YAR) 
Philip Morris 
(lturn#'tt) 
W-F $33,500 


Phil Silvers 

B. J. Reynolds 

Esty 
S^hlclc fBAB) 
Sc-F $42,000 


M Squad 
Amer. Tobac. 
(.>'SCAB) 

r, V nnno 
' ly 

Wy r $31,000 


Lawrence Welk 

(0-10) 
Podge tOrtnt) 
Mu L $17,500 


Face of Danger 

I- v.- ,IWT 
\ V f^' 


Black Saddle 
LAM tMe E) 
alt 

C^'-Sklt .\If-E) 

w- F $s:.ooo 


t a 

t 

Eitr) 

27.000 


Bat Mastcrson 
Krift (JWT) 
Sttlttit (JWT) 
iVF J33.000 


Rough Riders 
P. UrllUrd 
(I.*N) 
»lt su^t 

\v-F $i:.ooot 


Playhouse 90 
(9:30-11) 
Amer Gai 
(LAN) alt 
KlmberlT' Clark 

( FCA B) 
")r LAF $45,000 
(^ hr.) 


Ford Show 

Ford (JWT) 

21 Beacon St. 

r>ni (JWT* 
: 2 >) 


77 Sunset Strip 
(9:30-10:30) 
Amer. Chicle 
(Bates) 
.NfyF $72,000 


Lux Playhouse 

U-u-T (JWT* 

Siripe Plyhse 
Lever JWT) 
Dr F $35,000 


The Thin Man 

C Ijrat.' BaN<^ 
^ly F $40 0«0 
Best of Ihe 
West 


Lawrence Welk 


Have Gun. Will 
Travel 

11 1 eri 1 1 1 
(Btlesf 
aft Lerer U\T) 
W F $3 3,000 


Cimarron City 

(9:30-10:30) 

TAG (BAB} 
WE $30.0*0 

-.S hr • 


1 Hr 

i> in 

t\ 

60.003 


This Is Your 

Life 
PAG (lU'R) 
DL J52.000 


This Is Music 


Playhouse 90 
Allstate 
(Ilurnctt) 
alt 

Ansco (BAB) 


You Bet Your 

Life 
Toni (North) 
L*Ter (JWT) 

1 L J51.750 


77 Sunset Strip 
Carter Prod. 
(Bates) 
W-hltehall 
(Bates) 
Harold Ritchie 
(KAE) 


The Line Up 
PAC, (YAR) 
My F $34,000 


Cavalcade of 
Sports 
"Jlllcre (Maion) 

(lOconcI) 
= P L $45,000 


Big Picture 


Cunsmoke 
LAM fpFS) alt 
-'i^erry Rand 
YAR) 
WE $40.OOf> 


Cimarron Cily 

n>jiort (Me.F 

GLif 'YAR 
Re . & li ^e 

C- .« CI tan 
LAN) 


satre 

O-II) 

nr 

13.000 






Playhouse 90 
H. J. Reynolds 
(Esty) 
n. Curtis 
(Weiss) 
Vniult fNLAB) 


Masquerade 
Party 
^rlllard (LAN) 

alt sijst 
) L J13.000 




Person to 

Person 
r, I^orlllard 
(LAN) 
IL $33.00fl 


lackpot Bowling 

Ray.5k w t-- ip 

A SehoTJ 
?P L $3 OOO 




Markham 
? -hU'z ( n\T) 
My-F $39,000 


DA s Man 

LAM (.\Ie-E) 
A F $3«.00« 



prama. (F) Film. (I) Interview, (J) Juvenile. (L) Live. (M) Mise, 
(Mn) Musie. (My) Mystery. (K) Xews. (Q) QuU-PaneU (Se) SitnaUon 
Comedy. (Sp) Sports. (V> Variety. <W) Western. tXo eharge for repeats. 



L preceding date means last date on air> S following date means st^rtin^ 
date for new show or sponsor in time slot. 
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THE PGW COLONEL SAYS: 



''Good selling 

is a fine art 

with us/' 

Some people believe salesmen are born. We know 
differently. It takes hard work, selfless interest and 
real devotion to turn out a pro. 

The "Colonel of the Yeai^" is our most coveted 
award at PGW because we believe that the sales- 
man who contributes the most to the gi'owth and 
development of himself, his company and the sta- 
tions w^e represent should be recognized and re- 
warded handsomely. Don't you? 




P JETERS . 
G MIFEIN, 




Pioneer Station Representatives Since 1932 

NEW YORK CHICAGO DETROIT HOLLYWOOD 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO 




C^J^ DAYTIME 



C O 




P A 



10:00 
10^15 
10.30 

10 45 
11:00 
11:15 
11>d0 

11 45 



ABC 



SUNDAY 

CBS 



NBC 



ABC 



MONDAY 

CBS 



NBC 



ABC 



TUESDAY 

CBS 



NBC 



K 



Lamp Unto M 
Feet 

8USt 



On The Co 

SUbt 



Dough Re Mi 



On The Co 



Dough Re Mi 
sutt 



Look Up & Liv 
sutt 



Sam Levenson 
Standard Brand } 



Treasure Hunt 

RU.^t 



P&O alt 
Lever 



Sam Levenson 

Hover alt 
sust 



Treasure Hunt 

Culver ah 
sust 



Frlfftdalre tit 

Vrmour tL « '23 



Eye On 
New York 
tust 



Love Lucy 

Lever alt 
sust 



Price Is Right 
Lever 
alt Ponds 
Sterling 
alt \Milt«hal1 



I Love Lucy 

Lever 

sust 
alt Oen Foods 



Price Is Right 
Lerer alt 
Sunshine 
Stand Brands 



Camera Three 
sutt 



Top Dollar 
Coltatft 



Concentration 

Culver alt 
Lever 

Armcnjr 
alt Lever 



Top Dollar 

Colgate 

General Foods 
sust 



Concentration 

Frlgidalre 

Lever alt 
Alberto Culver 



Love of Life 

suyl alt 
Oen MUls 
Amer Home 



12;15 
12:30 
12445 
1^00 J 



Bishop Pike 
sust 



The Last Worp 

su!;t 



Across The 
Board 

sust 



Love of Life 

sust 

Amer Home 
alt Block Drve 



I Prol 



Tic Tac Dough 

l'.>nfK 



Across The 
Board 

su<:t 



Tic Tac Dougf 
S tand Brand s 



Search for 
Tomorrow 

P&O 

Cuiding Light 
P&O 



ir c ou i a B g 

You 
Al. CulTftT alt 

sust 

Armour alt P&G 



Acrt TH 



fohns Hopkins 
File 7 

sust 



Pantomime 
Quiz 

sun 



It Could Be You 

Whitehall 



Ponds alt P&O 



Pantomime 
Quiz 

sust 



Tomorrow 

P&O 



Cuiding Light 
P&O 



Pan Tm 



Collef^e Newi 
Conference 



Music Bingo 

«u«t 



No net service 

News 

(1:25-1:30) 
sust 



No net service 



Music Bingo 



No net service 
News 

(1.35-1. -30) tust 



No net service 



Mus 3 



Eternal Light 

sust 

Leo Durocherl 
Warmup 

sust 



I 



World Turns 
P&O 

Sterllnc alt 1 
Carnation | 



No net service 



World Turns 
P& O 

Sterling alt 
Miles 



No net service 



yueen tor a 
Day 
•uit 



Baseball Came 
of the Week 
Various times 
varlcrtir sponsor! 



Major League 

Baseball 
I'hilllos Cigars 

(^i network) 
Anlieuscr-BusC 



Day In Court 

Anier IHme 

I^'OCKiS 

Johnson & 
Johnson 



Jimmy Dean 

sust 
Lever 



Queen for a 
Day 



Day In Court 

Araer. Home 
Johii<;on & J 
General Footls 



Jimmy Dean 

MI t 

alt t 



sust alt 
Vlhertn Oilvor 



Day 'Cm 
Bet N I 
Oenei' IM 
D- 



Stand Brands 

alt r^TOT 

Siandard Bran * 
Van Camp 



Ca^c' S'orm 
Show 
it^neral FooL 
Beetii-Xut 
\rner. iJoine 



John i ' 
Ame Inu 
nrifUji 

FoocW 
.Mini) !•{ 



( 'i teuional ) 
Niitioiial Brevvlri 
reclonal) 
iienesec Brewin i 
{'i New York 



Cale Storm 
Show 

Armour 



Haggis Baggis 
sust 

Court of Human 
Relations 

H- ■2-2 S) 



Art Linkletter 

i^wlft 
^It TonI 
Kelloeg 



Haggis Baggis 
•uil 

Court of Human 
Relations 

if. 2:i s> 



Open Hearing 
tust 



Beat The ClocV 

Ocneril J^cods 
T nl 



Big Payoff 
CoUato 



njwB — 

Dr. Malone 

Pm; L x> a. 

&\i u-.t 
sust 



Beat The Clock 
Lever, O^n Foods 
Johii<;.>n & John 
>on. Tun I 
TUm.U Nut 



Big Payoff 

<«en» I at J- oods 



Young 
Dr. Malono 

V\G alt sust 



Beat I CI 
Drad| A 
Arm« <1 
Food 1 
lioi 



I < 



Hi- 



Nu net scrviOr 



lohii-oil A: J. 
Vrmour, ]-<?ver 
Anicr I lame. 
Tonl 



Verdict Is You^^ 
Stand Brands 
Anier ILmie 
ftlt Lever 



Roots 

alt fijs- 
tutt 



Who Do You 
Trust? 

Ainar.a 



Verdict Is Your. 
0«n Mill) 
alt Carnation 
Swift ^ 
alt IVnl 



From These 
Roots 
P&O 



Who* ^ 
•It' 

Oen. 
nrmet, 



Ai^T 



No net scrviae 



American 
Bandstand 

Brrdi Nut 



Brighter Day 
P&O 

Secret Storm 
Amer llome I'rn' 



Truth or 
Consequences | 

SI I t llni: 



American 
Bandstand 

I>eY*;r 
Genorfil Mills 



No net scrvicp- 



American 
Bandstand 

Kollov 
thumWarn 



Edge of Nigh^ 
P&O 



Sterling 
alt Lerer 



American 
Bandstand 
Tarter 

WVlrll 



Brighter Day 
PAO I 

Secret Storm' 
0«n Mills 



Edge ot NighC 

BterllnR \ 
alt Mile* 



Truth or 
Consequences 
Standard Brand 



Bail 



County Fair 

sust 



sust alt 
Lever 



Biitf 



Paul Winchcl 

ll.<rt^ L (■ Ml 



Face Nation 



American 
Bandstand 
00 -op 



American 
Bandstand 

co-op 



Bj ttJ' 



Lone Ranger 

Qtn Mills 
Crarker Jirk 

f-'rltoa Co. 



CE College 
Bowl 

• fiTfil Flrftrl 



Frontiers of 
Faith 



Mickey Mouse 
Club 

ijrj^trlrh 
Brliioi-Mjen 



Walt Disney's 
Adventure Time 
co-op 



Mid > 

(I 
0 >! 



'■■<)TK .If, 



];<t}i<istin\d ilo' n»it :li/'\v rtotnal <1.iy of priftiripation^. lut lists ;iH spnnsdris, Mointay tliroufrh KriiL-iy. Imyiii? proiriMinM tiuri 



HOW TO USE SPONSORS 
NETWORK TELEVISION 
COMPARAGRAPH 



1 lu' lu tuork >( IiimIiiK^ on tlii^ iiiul incctMliiii: p:ii:(S i l l. 43 
iiu^liidt's r('i:ulnrl\ scIhmIuKmI i)i(»(;riiiniiiii (» Juno I 
.\ Jul) . in^lu^i\ c (with possiMt^ (Act*i)tit)u of rliange 
made hy the iirtworks aft(^r presstiiue). frregiilarly schec 



AG R A P H 



6 JUNE - 3 JULY 



<DNESDAY 

IBS NBC 



he Co 



Dough Re Mi 
•ust 



Treasure Hun 

sust alt 
Itrlllo (1, 6/24 



THURSDAY 

ABC CBS NBC 



On The Co 

sust 



Dough Re Mi 
•ust 

Alt 

\ WlllSr 



It row ; 



ABC 



FRIDAY 

CBS 



NBC 



On The Co 



Doueh Re Mi 

lUSt 

Ann our 

alt Nabisco 



SATURDAY 

ABC CBS NBC 



Captain 
Kan^arvo 



Howdy Doody 

f ft 

On tinwtll 



cvcnson 
lit 



Sam Levcnsor 

SU<it 

Standard Brtiiii 



Treasure Hun1 

.•ust 
ait l>lBldalre 

tit nelnz 



Sam Lcvenson 
U.S. Ste©l 

tit lUSt 



Treasure Hunt 

Cm MlUi al 

WTiltftlitlltlt 
St&rllne 



Mighty Mouse 

Gen Foo<Js alt 
Col Kit© 



RufI Cr Reddy 

Ho"^'lfn lit f'Ht 

lit Mtri 



"*V*e Lucy 

i r lU 
In l>rnt i 
}ifr tit 



Price Is Righ 
Frieldtlr© 
Sterling 

llelnz tit 



I Love Lucy 



Price Is Righl 
Al. Culver 
alt lyevcr 

MlleT alt 



I Love Lucy 

i-ever alt 
Tonl 
Kodak Jit I>'T^v 



Price Is Right 
Lever tU 
Com Prod 

Gtm Mills 



Uncle Al Shov Heckle 

(11-12) 
Natlontl niscul 



Cr Jeckl 
den Milli 



Fury 
Borden 



0 Dollar 
<l(tt« 



Concentration 
U©lnz ti t Mll ^ 

Nabisco lit 
Vnnmir (L 6/24 



Top Dollar 
Colgate 



Concentration 

Nestle 
att Lever 
'nelnz alt^ 
WTiUohtll 



Top Dollar 
Cblfftt* 



Concentration 

rands tit 
Bauer & Blaek 

LiUT alt 
Bm \ Wm-n 



Uncle Al Shov« 



Adventures of 
Robin Hood 
sust 

Coleate lit lust 



Circus Boy 
Man tit 
•uit 



i Life 

^U^t 



Tic Tac Doug^ 

Ilelnz alt 
Bm A Wmsn 



rjom© rrthl 

~u\h For 
fj'&arrow 

Iao 

■% Light 



Across The 
Board 

sust 



Love of Life 
Scott alt lust 

Amen IIom» 



Tic Tac Dough 
Al. Culver 
tit Helm 



Across The 
Board 

su«t 



Love of Life 
Atlantis 
alt T.nl 
l>eTer alt 
Oen MUU 



Tic Tac Doug^ 
Oen Mllli tit 
Sunthlne 



Search for 
Tomorrow 

P&O 



True Story 
•uit 

Rterllnf Drue 



Could Be You 
WTiltehall tit 

Nestle 
Orn Prod 
lit Brlllo 



Pantomime 
Quiz 
-\ mi our 
Oonoral Tcrfxls 



Cuiding Light 
P&O 



It Could 
You 
Miles tit 

Nablspo 
P&O ^ 



Be 



Pantomime 
Quiz 
Arijifvur 



Search for 
Tomorrow 

P^O_ 

Cuiding Light 

P«:0 



Could Be You 
Stand Br an da 
att sust 
P&G~ air 
Corn Prod 



No net service 



Music Bingo 

sust 



No net serviqe 

News 

(1:25-1:30) sus: 



No net service 



Music Bmgo 



No net service 

News 
(1:25-1:30) lust 



No net service 



Turns 

to 



No net service 



As the World 
Turns 
P&Q 

Pillsbury 



No net service 



-44 Dean 
^t^T att 

±^ 

«jonc tit 



Jimmy Dean 
Lerer tit 

sust 
>u<t 
alt Lever 



World Turns 

P& Q 

Swift 

tit StMllDK 



No net service 



Detective Diar> 
Sterllnc Drat 



Mr. Wizard 

sust 



Queen for a 
Day 

lUSt 

f:Uf:t 



Day In Court 

Drackett. 
f^en. Fowls 
Johnson A; J. 



Queen for a 
Day 

su-^t 

^st 
alt Miles 



Day In Court 

Amer Home, 
Drackett. Ar- 
mour, Beech Nu' 
Gen Ko*w]s 



Jimmy Dean 
I^ver alt sust 

G«rber 
alt Gm Mills 



Queen for a 
Day 

sust 

Nabi^fo it it su' 



Baseball Came 
of the Week 

various sponsor? 
(2 to concl 



Leo Durocher's 
Warmup 



^ Uletter 
Bm 
Until 



^4 Lion 



Haggis Baggis 

lUlt 

"ourt of Humat 
Relations 

(6 24 S) 



Gale Storm 
Beech-Nut. J.iJ 

Amer. Ilome, 
l>cvcr, Drackett, 

Gen. I">>od! 



Art Linkletter 
Kelloec 



Haggis Baggis 
•ust 

Court of Humar 
Relations 

it", 2' .'^t 



Gale Storm 

Johnson & J. 
Gen (-"(yHis 
Lever 



Art Linkletter 
Ijcver Bros 

SwTfTalt 
Staley 



Haggis Baggis 

sust 

rourt of Human 
Relations 

f^i* Jfi s> 



Buji T htj eip c r 

JfiJ. Gen FdoIs, 
Beech -Nut« 
Drackett. 
Amer Ilome 
Lever 



ayoff 
rau 



Young 
Dr. Malone 



Big Payoff 

lUSt 



Young 
Dr. Malone 
P&-G alt sust 



Beat The Cloc : 

(Jen F(>t"iU. Ton:, 
Beecli Nut 
Drackett. 
Armour 



Big Payoff 
Cbl(at« 



Young 
Dr. Malone 

iwf; (L t-^St^' 



" wno DO 'T ail ' 

Trust? 

Tvnl, Beech Nut 

Lever. Oen 
Fwds, Drarkott 
Amiour 



Major League 

Baseball 
Phlinf-? Bayuk 
C.tari (Nat'l) 



,-4dls Yourj 

UKt 



From These 
Roots 

sust 



Verdict Is Your; 
Ster ling alt Soot: 

alt Scott 



From These 
Roots 



rtr Day 



Storm 



Truth or 
Consequences 
Com Prod alt 
sust 
PAG 



American 
Bandstand* 

Tonl, Old 
London F'oods 



Brighter Day 

PSiO 



Secret Storm 

Scott alt 
Amer Ilome 



Truth or 
Consequences 



Night 

o 

Ik alt 

nth 



County Fair 
Frlrldalr© 

alt Geo Mi lls 
n»ln£ tit 

Sterling 



American 
Bandstand 

(iayiord 
Block Drug 



Edge of Night 
PSiQ 
Plllibury 



County Fair 
Heinz tit 

>ust 
l.e^er 



American 
Bandstand 

oo-op 



Walt Disney's 
Adventure Timt 
Allies 

Internat. Shr^ 



Trust? 

Gen KoAfU. J&.l 
Drackett. 
Amer. Home 
Hcc^h Nut 



Verdict Is Your 
Qm trills tit 
Atla ntis 
Gan Ml ill 
alt l>over 



American 
Bandstand* 

Mcnnon 
Anier llnnie 



Brighter Day 

_ PAG 

Secret Storm 
Amor Homo Prw: 
alt Gen Mills 



From These 
Roots 

PAG (L i; e*:' 

alt sust 

• U3t 

Truth or 
Consequences 
WhltehaU tit 

Com Prod 

rSiO 



American 
Bandstand 

llollnvi.T.1 Cand 



Edge of Night 
PiO 
Amer Home 
tit 
Sterling 



County Fair 

Llptfvn 
alt s tn 



American 
Bandstand 

oo-op 



Mickey Mouse 
Club 

Gen .Mills 
Mattel 



reBlf^-nai; 
G'Ti- < Bre ^ Inc 



Belmont Stake: 

(;illef»A 



U.S. Open Coif 
Championships 

Kwstnan i Tiera. 



Lone Ranger 
Neitle alt 
Gon illlli 



uled programs appear during this period are listed 
as well, with air dates. The only regularly scheduled pro- 
grams not Hsted are: Tonight, NBC. 11:13 p.ui.-l a.m., 
Monday-Friday, participating sponsorship; Sunday \eus 



Special. CHS. Suncla\. 11-11:1.5 p.m. ^ Carter and White- 
hall I : Today. ?sHC. 7*9 a.m.. Mi>iida\ •!• rida\ . participating; 
\eivs CWS. 7:4o-o a.m. and 8:13-*) a.m., .Monda\ -Frida\ . 
.Ml tinle^ are Eastern ^tanda^d. 



As competition for the ad dollar grows, SPONSOR ASKS: 



How do you promote spot ? 




With increased rivalry between 
media, station representatives in- 
tensify their promotion efforts 
to get a larger share for spot. 

Donald C. Softness, din-rior of pro- 

tnolion, II A* Tflcn'sion. Irn „ II -H licprr 
srnltiU'rr.s^ //m ., \i'U ) ori 
\\ V iit 11-lv lluit <»nc t)f our 

\>ii>\c (>l)li*Xiiti<ni> a> a roprc'ioniallN e 
is to proniotf* ^pol a(l\ (•rli>inii 

the iiirdiuni w ln4-li ])r()\ ido f on nda- 



Cdiidurt (I 
( ontlnuous 
industrial 
relations 
caatfuti^^ri 
for sj)ot 



lion ^iij)|)oii hi lh(' entire Kroadca-it- 
in^ indu>tr\ and conlrilmlo 
mncli lo llu* cennomN of our <-ouMlr\. 

1* urtliiM Miorc. the coniixMilion for 
the ad\crli^in^ dollar lias nc\er been 
more fierec. Ma<ra/ines and ne\\>- 
papers are -lun peninu I heir attacks 
on hro.-idra^t a^K ert i>iii*i. and >pot 
nee(l> all tlie promotional support it 
ean nni^tei . 

\eeordinj:l\ . 11-11 is e\pendin*r 
nian\ tliousand^ of dtdlars and Inin- 
dred> of nia nd lonrs in a coniMMled. 
lar,i:e.^<-ale canipai'rn to further the 
spot tncdiuui. 

I'ii^t of all. we delete^l from our 
trade pie^< adveiti^ina |>ai:(*s the fa- 
mous urkinii Partners' ad\erti>- 
inji then)e. for ahiio>l a (h'( ade one of 
the he>l-kno\\M eainpaliins in the 
hroadeast in4lnstr\. In it> phiee we 
are innninj: a new sei i4'>. in two- 
eoh)r, hh'cd pages. de^iiMKMl to >et 
forth the \alues and a<l\ auta,*^e> of 
ia<lio and t^devi^ion spot ad\ ei tisiii*i. 

I'aeh a*! i> r< printe<l. aLsiin in eol- 
or. on ''sliMi-jim* hea\y->toek fohlei^ 
and mailed to tlion^ands of l'\*idin<; 
aji:cuc\ e\e(-nti\e> and ad\erti>er>. 

I ld{ pnhHsln^s :\ eontinuiiii: >erie> 
of t\\o-roh)r. ilhistj;ited hroilinres to 
li(dp s<di \ arions phases of national 
>pot. I he>e booklets e uitain no srlf 



ad\ertisin^, and are distributed a- an 
industr) >er\ ice without char*:** to 
liundred> of station mon and thou- 
sands of ag<Miey media planners and 
( lient e\(M*utives. Heeent pamphlets 
were "Dollars in the l)a\time." and 
"Summ(*rtiui(*. \\ hen the ( TV ) S^dl- 
in' is Eas\ 

Hecentl), ll-R retained Market 
Planning (^orp.. re>eareh sul)sidiar\ 
of McCann-Krirk>on. inc.. to (h> an 
original investigation on the nature 
of the ra<lio audienee. The finding* 
will he puhli>hed in a hrochure >inii- 
lar to it> anteeed(Mits. 

11-li eoiuluets a continuous indu.^- 
tr\ relations campaign in behalf of 
spot. Our partner> and c\ccuti\e> 
niak(* uuni(*roiis >p4*e4-lies and fre- 
(pientl) w rite arti(des (expounding 
spot a> a primar) ad\crti^ing nicdi- 
nm. Furthermore. lld\ regards itself 
a^ an Informal *'anti->lnr" >ocict\ of 
the merliuni. For example, w hen 
\\P\ recentl} i>sucd a l)arbcd and 
ini>leading press attack on spot ra- 
dio. Il-K immcdiat4d\ struck hark 
hard. Our point-h\ -point rebuttal ap- 
peared in ininicrous tra<le pnblica- 
tion>. 

rurrenth. we ar** propounding 
"Operati<Mi Oround swell" a plan 
creat(*d to Indp re\itnli/(» >pot radio. 
\>pait of the .-trateg} . 11-1\'> station> 
arc urged to niak(* calU upon ri^pK*- 
sent-iti\es of important national ad- 
\erti>ers to >o\\ thciu on th<* power of 
ra^lio not the relativ e comp{*titi\ 
ad\ antage> of their fa( illt\ it>elf. 

We hop<* that thi> plan will foice a 
\\a\c of pro-radio opinion rising a> 
a gronndsw cll from 4'a'*h mai ket a 
ihiod of pro- radio ^fMitimeut to en- 
gulf advertisers in thcii home l)a:-c-> 
and e\ en Mow into Madison \\ eune 
hoard rooms. 

Daniel H. Dcncnholz, '•/>• (fid thrr^ 

lor of rrst'orrlt and promotion . The Kau 
if;t'nr\ , \ at ) ort, 

The Kat/. \gcnc\ engages in a 
\aii(t\ of activities on behalf of the 
->()r| medium in geneial. Here are a 
U'W c\an plo: On the r.nlio >ide. we 



ha\e our Radio Spot Light project 
whi(h provides the most recent data 
im spot radio a> an advertising me- 
dium. It furnishes our salcsm(Mi. and 
through our salesmen, the agencie? 
and advertisers, with a ci>ntinuous 
How of reasons win spot radio is a 
powerful sales force. in addition, 
from time to tinn*. specialized easel 
and ar A'u\e presentation? are pre- 
pared. 

The work *tf George Skinner, radio 
programing services director, in help- 
ing our station clients to plan pro- 
graming for niaxinmm audien( e. con- 
tributes heavih toward making the 
>p<il medium a more (*fTecti\e one. 
and in this wa\. pla\s its part in the 
promotion of si)ot radio. 

In tehn ision. sah's dcvc' "pra^i.t on 
behalf of sjjot as a medium is under 
the direction of ]Ialse\ Barrett, for- 
merly dir(M tor of national sales for 
T\l). Sales d(*\ (d<)pment makes con- 
tinuing pres(Mi tat ions to adv ertisers 
and top-echelon agenc\ personnel. 

Por example, salo de\elopment re- 
c(Mitl\ prepared a detailed anahsis uf 
spot tehn ision's efT(Ttiv eness in boost- 
ing summer sale>. Vnd a new over- 
all presentation on spot tv— a majtir 
effort is now in th** works. 

The Kat/. \gcnc\ als{) t(dLs the spot 
slor_\ in trade paper advertising and 
<^oop(M*ates with the Station l\(*presen- 
tativ cs \s>ii. in promoting spot. 

1* ui thermor(\ Tin* Katz Ag(MU \ 
piepares and is>ncs ci'rtain in<histr\ 



tn 

over-all 

j)rofnotioN 

prof^ratn 



tools, such as its Spot T\ Advertis- 
ing (^-ost Snnunarv. luulio H)idget 
l^.stimator. and Calendar of Expira- 
tion an^l Hcn(*vval Dates, l lu'se items, 
which vvonhl probahl\ not he catc- 
gori/.ed as "promotion ' pi(T(*s. have 
the over-all elT(M-| of making spot 
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fa>i<M to l>u\ ; niid in >(> doiii^i ('(Hi- 
tribute, we l)elie\<\ to tlie pioinotion 
—and iieneral liealtli— of ^pol. 

Martin KatZ, din'ctor of Mtics dm*hf)- 
menu Hlair^Tv. \i'U' YorL 
\> nalioiKil >ale> re|)re>enlati\ e>. 
our promotion re\ol\es around two 
rtdated lev(d:>: rir>l to as>ist our >alt^^- 
inen in »;ettin»; more dollars for each 




station \\«* represent: second to irel 
more dollars appropriated to tlu^ ^pot 

' tele\ i:^ion mtHlium itself. 

' Wdiile both goals are part of the 
sani(* o\er-all objective, the promo- 
tion te(dmi(|ues f«)r each tire (]uite dif. 

I ferent. W'itli spot tt^lt*\ ision bu\ ing 

I l»einii the fast mo\ing optnation it is. 
the salesman must bt^ in a position to 
present his proposal \irtuall\ in a mo- 
ment's notice. To accomplish thi- 
lUair produces standardized sa!t\^ aids 
for all stations in attracti\e and eas\ 
to use formats. 

Hut demonstrating the collecti\c 
strength, versatilit) and impact of 
spot tele\ isii)n and winning ree«)gni- 
tion as Amtnica's newest major me- 
dium calls for a second i)hase of pn»- 

j motion directed to media decision 
le\els both al the agency and client. 
Here the promotion cfTort includes a 
>cries of attention-g(^tting direct mail 
pieces to o\ er o.OOO prosp^vts pro\ id- 
ing new information made possiitle 
tiirough tiie cooperation of all the sta- 
tions we n*pr(^sent. Some (^vaniples: 
New information on spot tele\ision's 
audience composition like the *\\ight 
Owl Siir\(n"; new techniques for 
measuring ad\ ertising efTecti\ oncss 
l>\ means of the "Test Mark«>t Plan": 
a sli])-stick ser\ ice refercuc(^ piece 
rovering o\er 2.o()() cost summaries, 
the "Plnns Board for Spot Tele\ i- 
sion: a novelt\ nest of cn\elopo 
showing the "All Shapt^s. All Sizes" 
of spot tehn isi«)n. 

Hand in hand with this direct mail 
aetivit\ is our continuing trade ])aper 
advertising campaign documenting in- 
di\iduai account experienecs on ^ta- 
tions we represent. I ndoubte(ll\ our 
most intcnsi\ e proniotit»n efTort is 
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made through fulbscale \i*-uai presen- 
tations deli\tM'ed b\ our sale^m n 
whieb not onl\ dis(dose^ n<*w re^e ircb 
information uneo\cred l)\ our it- 
s(*av(di th^pavtmcnt. l>iit re-emplia^izes 
the sight, sound and motion ad \ an- 
tages of telc\ isioii -an educational 
job that bears r(*peatcd t<*liing. 

Robert L. Hutton, Jr., promotion 

ntarwfirr. iv/crision (/irision, lulicunl Pf'i(\ 
tC' (.o,. hu . 

Before^ getting into the subject at 
hand, first let s >])ell out the two pri- 
rnary «)biigations and functions of a 
representati\ e*s promotion - research 
(b^partinent : 

1 I To diWv home to tile national 
field tiie sales stor\ of tlu* stations 
whit li it repiesents. This \ia fnll- 
drcss presentations, dii <H-t mail, an- 
al\ .-^es of audience* sur\ c) s. markt^t 
studies, (lash bulletins, program de- 
-criptions. and other \«dii(dcs. 

2) To turn out the da\-to-da\ prcs- 
(Mitations which nail down the busi- 
nt^ss for our stations, dhe.^e art* tin* 
l)i(*ad-and-butter pitches and are ba- 
sic to our business. 

Sandwiched in between, are our ef- 
forts t«) sell spot as the best and basic 
advertising metliuni. 

1 I Produce jyrescniaiions to y:ct 
note accouni.s itito spot television. 
llifse are tailor-made jobs. s«)nic 
w t)rked out in cooperation w ith tlu 
prospective ad\ ertiserV agen(^\ , otli- 
cvs cbanneied direct to the client \ ia 
our nuirketing (h^partinent. We (b*- 
\elop man\ of thes(* a \ear. and have 
iiad six notabh* recent sutnesses. each 
bringing iu a new acKertiser. 




Sell .spot 
on the 
basic ad 
ni ediurn 



2) Dei clop sjfceial studies and re- 
ports of value to the sj)ot televisiott 
industr) . I hesc* inidnde our bcer- 
and-cigarette stud\. which showed. i)\ 
brands, the (dose ridationsbip bctwc<Mi 
the increase and derreast* in the usc 
of s])ot t\ and increase- and de( rea-c- 
iu sales. 1 he nio-t rercnt is "The 
.y'ill.THUHH) \ote of Confidcm-e." 
l\C(]uests for copies run between 1.201) 
and 1.000 per stu(l\. 

ol Sell .*ipot television in every on" 
of our adiertisernents. \ear in an«l 



•JAXIir* saliilos 



ti:a 




Tiie William W. Heill> \ Co.. 
Inc. has joined the Honor lloll 
of \d\(M'tisers who chose 
\\T'^(;A-T\' to carr\ its -ale- 
messages to mor«* than a ([uar- 
t(*r-million Florida-lJeorgia T\ 
homes. Lu/.ianne Tea is u-iiig 
a saturation spot sclnulnle. and 
thc-e spots combined with 
W Vi't \'T\ piogramining will 
pro\ ide top selling pow(M for 
the William ll ReilK \ Co., 
Inc. 

"Javie* is proud to ha\e 
Luzianiic Tea and tin* W alktM , 
>aus.-\ adv(M tising agenc\ on 
it- growing list of ad\evtiscrs. 

NBC and ABC Programming 
Represented nationally by Peters, 
Griffin. Woodward. Inc. 



WFGA-TV 

Channel 12 

Jacksonville, Florida 
FLORIDA'S 



ycLW nil!. Tlii^ r<)ii>i>tont a(I\(*r!i^ing 
( "^.i iu^cition^ during for ox- 

iiiii}>l**l aj>|M'ar> tm (lie front < o\(ms of 
ct'vtaiii l(\Hlin<: trade pnMi('ali<>n>. and 
in Iar«:e->paec nnit> ni oIIums. It ha> 
Ixvn >o I nnning ever .since 1 Vlr\ 
lelt'\i>i<)n was forni<'<l as a separate 
di\i.si()nof tlie IV'trx (]<>. in 1947. I lie 
(Miijtliasis is al\\a\> upon llie advan- 
tages of the spot tv nK^dinni. 

1 I Rc])n'fif and tttail pertinent pro- 
,sj)ot tv articles tn sperial lists of ex- 
em tires irith national adrerttsittf^ 
firms. 

riiesr are just souk* of our aelivi- 



tie>. Most of all. we !r\' !o maintain 
e(^u^i^^ene\ an<l qualilx of output. 
We art* confident tliat tliese eflorls 
contrihnte to the growtli of >pol t<'le- 
\ i>ion. 

John W. Owen, sales promolion mana- 
ficr^ Arery-Knoflrl, Inc.^ \ru YDrk 
A\<'ry-KnodeI >ale^nu»n are armed 
with conipr<'hensive. detailed material 
design(Ml sjjetafioalh to pick up where 
T\\] and 1\ \1) (we are nienil>ers of 
holli ) (^annot go further in promoting 
the sjxtt indu>tr\. And tliey operate 
with a definite plan of action. 



Two No. I's 

i n tHe No. 2. statE F 

^. . . m %tie onlyl • 




KIXZ 

Amariilo On Roufe 66 
"Get your KIXZ on Roufe 66" 

Aui+in No. I in the market 

proved by Hooper, Trende* and PuKe! 




Amarfllo, Tcxai 
''40 I.C Muvc and Ncwj 1000 Watt* 




. . . Auitm, Ti»i4i 



about A A- 1 tolling radio. 

contact THE BOILING COMPANY 



A iMjiller. 

I S Ichdti Station 



1^^^ in the moit recent r^porti of 
" all rrcoqniifd audiencf turveyi. 



Presentations are prepared promot- 
ing spot in specific markets where, 
pel haps, sales are heing attributed to 
other wliolc.^ale distributing centers. 
Dululh. where Ax er\ -Knodel repre- 
.M^nt^ KD.M. and K1)AI.-TV, is a case 
in point. 

Snch presentations are given ex- 
jxtsuri* not only on (be timebuying 
level. I>ut also to a si)ecified number 
of account cxecuti\<'s. media direc- 
t(ns and research directors. Where 
door> are open. thi> is done in person. 
I here the} are not immediateK open, 
the mail i> use<l. 

A\ery-Knodel jnon(*ered in the pro- 
nH)tioii of the sale of daytime spot 
t<'l(*vi>ion with tw(> >tndies. one (juan- 
titatixe. the other qualitative. These 
were ''l)a\tinie IVlexision Steps Into 
The Bigtiine * and "llitw I o I se Day- 
time Spot lelexi^ion Successfully." 

All t)f this, of course, i^ in addition 
to work w ith sp(MMfie non-user? of 
spttt as a selling medium. 

t Show hoic 

¥'* « ^pot solves 

I tnarketin^ 
\ problems 

t 

Now. we hclicxe we have taken an- 
other important >tep in promoting the 
spot l<'lc\isioii in<lu.str\ l>\ creating a 
>(M*ie> of presentation^ d{*sign(*d to 
^how linw >\)o{ ad\'erlising best an- 
.swcrs the nuarkcting i>roblenis of na- 
tional ad\erlisers in broad rcgituis of 
the (M)unlr\ . 

riie first two of this series are 
''Spotlight On The Sonlhea.st" and 
*'\lidwest Mark<-ting Todax Both 
'-ludie> art* the result of e.xtensixe 
mai kct res(*arch and trace out the 
"-clling opi)ortunilics op<'n to a<Kertis- 
crs tliiongb tin* jnditM'ous use (d spot. 
The sc(M)nd rejxtrl was timed for re- 
leas<' concurrent with the opening of 
the St. LawrcMice Seawax which has 
rc(n'i\ cd such marked publicity. 

\\cr\ -knochdV sales de\elopmenl 
director as well a^ our entire sales 
force nsc^ thcsc at the ad\erti^{»r and 
agcn< \" plans 1(*\ <'1. 

\s national sah»s rei)resenlati\t*s we 
recogni/e the need and ac<M^pt our rc- 
sponsibilitx for pronnttion of the spot 
indn>tr\ . \d<'<]uate n'prc.^enlatioii 
rcMjuiics it. 

\ Please turn to pa^e 11^) 
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I .tttleton 



I 

i 

CARROLL j 

i 



O Pant 
S. Paris 5) 
^^^^^ Norway 



AUGUSTA^ 



CUMBERLAND 

\ oBndgt-ton 
\ 

\ 

> 

i 
\ 



ANDROSCOGGIN^/ 
I, 

^ oLewiston / 



Auburn^ 



Bath 



/ 



YORK 



I 

I 



Ossipet ® 



BELKNAP 

® Laconia 



o Penacoct 

CONCORD ★ 



I 

I 

v"> 



. West brook 



Portland 



■^A If red BidJe .fJ 



San ford 



Rochester o ^ 



Suncook 



Somersworth 

/ Dover 

/ 

' ROCKINGHAM * 



Ktttery 



Portsmouth 



Manchester ° 



Exeter • 




o De 



o Amesbury 



^ \ c* Lawrence ESSEX 



iter" 
Lancaster , 
Clinton ^ 



' LOWELL • 

I ^y*' o 8-' fr;c.< 



O /ft -dove, 



0 C HtCetUf 



0« 

abw^y O 



/ Q Ac ton 

> ConcOid O 



Salem'*' oM.fbiehe.j 
LYNN 



•ft«i 

O Suttor 



Reading Q s 

.,. , ,^^;r:ervr^?/? BOSTON 



THE 

Ri^J^PARTS 
WE 

WATCH 

This is the area of Eastern New England 
served by 50,000 watt WHDH. 
Each year for the past seven years, Pulse, 
Inc. has conducted an annual radio au- 
dience survey of this area. On the follow- 
ing pages is a complete analysis of the 
SEVENTH AREA SURVEY, January, 
1959. 

50,000 watt WHDH has been the major 
factor in New England radio for more 
than a decade, and this, the Seventh Area 
Survey, shows the finest performance in 
WHDH history. 
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the fir>.t area survey, January, 1953, ' 
it was^ proved that: The listening 
habits of people in tho twt-nty counties 
outride the city area differed 
from those <>{ the 5 eoiinty eity area. 
Li!<tenerb-per-hundred-^et^ differed 
in the two areas. The W HDII rity ratings 
were projeetable to the total area, 
whereas those of network affiliates were 
not projeetable. 




IN THIS SEVENTH AREA 
SURVEY, IN ADDITION 
TO OTHER PERTINENT BATA 
YOU WILL FIND: 



111 the .seeond area survey, Jaiiuarv, 1954, 
it was pro\ed that: There is a difference 
in audience composition between 
at-bonie and oiit-of-honie hVtening. 
Audience c<miposition varies when 
the total audience is counteth The 
ciimulati\e weekly audience of 
in<ii\idual profirams on WHDII and other 
radio stations ib from 2.0 to 8.16 
times larger than the average daily 
quarter hour rating. 



In the third area survey, January, 1955, 

it was proved that: The listening 
audience to radio comprises the greatest 
circidation of any medium, because 
the Cumulative Pulse Audience figures 
diowed that radio rraches into 
ig the Iionies in the course of a week. 
W IIDII became more dominant in 
its area than in the preeedinji two years. 
WIIDII reached into 71.2'> of the 
homes in the area in the course of a week. 



Ill the fourth area sur\€»>, January., 1956, 

it was proved that: The metrttpolitan 
I factor of WIIDII more closely approached 
the ideal factor than did any other 
Itoston radio station; WIIDII pmetrated 
the 25 county area more deeply 
than did any other &tati(ui. 



WHDH 



III the fifth area '^iir>e%, Janiiar>„ 1957, 

we showed: Audience in total numbers 
of men, women, tteus and children 
listeninf; per half hour Monday through 
Friday, an<l hourly on Saturday and 
Sun<Iay to W IIDII and the four next 
hit^best rated Hostoii stations. 
This was the first time .>iieli a study had 
be<*n made, and it enabled an 
advertiser to fi^iure the cost per tliousan* 
for men, women, teens and cbiblren 
listening to the major Itoston stations. 



I 111 the >ixth art'j siirvev, February, I95H, 

Iwt showed the WIIDII doniinanec- 
tlirout;b*»ut the 21 hour broadca-itinp 
day and analyzed the post-uiiduiKhl 
radio audience to show ad\ertisers a 
lar^e untapped radio auilieriee 
available at extremely low cost. 



TMER PARTS 
we WATCH 







THB 
R PARTS 
WE 

WATCH 



Conifjlete audience composition flgiire> for all i 
Boston radio stutious. Composition figures are f(f 
women, teenapers and children in e\ery liourI> | 
from 6 AM until midnight. In addition, you w; 
the WIIDII post-midnight audience up 17% fro* 
— a year that set an all-time high. 

With this, the Seventh Area Surve), Januaril 
the number <>f iriter\ iews conducted in thisi 
reaches .51,600. This sur\ey \> made in the same ij 
of Pulse of Boston, now in its 13th >ear, with a( 
663,800 interviews conducted in the five coun 
Metropolitan Boston. 



COUNTY % OF INTERVIEWS 


& 


POPULATION 


Maine 




Cutnlierlaiicl 


3 


Knox 


1 


Lincoln 


Y2 


Sagadahoc 


/ - 


York 


2 


MassaohiiHettt* 




Bariistahle 


1 


Bristol 


a 


Dukes 


u, 


* Essex 


It) 


*]Middlesex 


21 


iNatitueket 


14 


* Norfolk 


B 


*riytiiouth 


4 


*SufIolk 


16 


Worcester 


2 


iXew llainp.sliirc' 




Helknap 


U> 


1 lill^;l>oro 


3 


iMerriinnek 


1 


Kockiiighaiii 


2 


StraiTorcl 


1 


Kluxle Island 




Bristol 




Kent 


2 


i\e\vport 


1 


Providence 


11 


Vt'ashiiif|^ton 





4 



Tlio counties listed to th(i 

are those in the WHDH eovJ 
area. Those which are asterl 
are in the Boston City area \l 
is part of the total area. Thai 
25 counties contain 1,507,00^ 
dio hotnes. 



Til is 25 county area coti 
80^< of the population of tbe 
Xe\\ England stales of Maine. 
II ainpshire. Massachusetts 
Rhode Island. And this 25 c* 
area accounts for 81^7 of tl 
tail sales of the four states. 



The people in the are;i 
over seven hillton dollars woi 
retail goods last year. 



Total 100 



llierefore, we believe thati" 
huy(ns should he aware ofe 
facts ahout this seven htlliorl^* 
lar market. 



I 



lilTROPOLITAN FACTOR 

letropolitan Factor is simply the pcrcent- 
the number of homes in the metropolitan 
« pposed to the number of homes in the total 
i In this 1959 Total Area Study there are 

000 homes in the total 25 county area and 
)0 in the 5 eounty Boston metropolitan 
The percentage of the eity homes to the 
irea is 6\%. This 61 % becomes the ideal 
politan factor and indicates that any sta- 
pproaching this ideal may project its city 
s to the total area with accuracy: 

1 table to the right, the average quarter- 
ratings are taken from Pulse of Boston, 
ry-February 1959 and Pulse of WHDH 

January 1959. The table also includes 
eal and actual metropolitan factors. It will 
revved that of all stations. WIIDIFs metro- 
n factor most closely approaches the ideal 

twith a slight margin of tolerance, thereby 
ng intense listening to its facilities outside 
etro area. 



companying graph shows the close rcla- 

Iip between WHDH "City" and "Area" 
5. This chart is based on all rated time 
s, Monday through Sunday, from 6:00 AM 
h 12:00 Midnight. The figures were taken 
Pulse of Boston, January-February 1959 
'ulse of WHDH Area, January 1959. 



art at the right shows WHDH radio's share 
ience in the 25 county New England area, 
minance of 50,000 watt WHDH is shown 
hout the entire period from 6:00 AM to 
ht. WHDH is first in 69 quarter hours, tied 
^t in 2 quarter hours, and second in only 
arter hour daily Monday through Friday. 




RELATION OF THE CITY AREA AUDIENCE 
TO THE TOTAL AREA AUDIENCE 



METROPOLITAN FACTOR 

Or Projoolahilily <>f City Hatiii^H to Total Xrvix 



AVERAGE V4 HOUR RATING 
6 AM — 12 MIO 
MONDAY THRU SUNDAY, JAN.-FES. 19S9 



METROPOLITAN FACTOR 





Pill np ^ 


Dill nr 9C 


1 n r Ai 

1 U LAL 


ACTUAL 


AT in u 

3 1 A 1 1 U nl 


f nil uTi rc 


mil UTl FC 


FACTO R 


FACTOR 


" wnnii 


4.0 


3,6 


61% 


67.« 


~ A 


.12 


2.6 






B 


3.0 


2.2 


61 


83.3 


C 


2.9 


2.4 


61 


73.8 


~ D 


2.0 


1.7 


61"-? 


71.8 


~E 


1.8 


1.5 


61 7r 


73.3 


F 


1.1 


.8 


61 7r 


83.9 


AM 




PM 






6 7 8 


9 10 11 


12 1 2 3 4 


5 6 7 


6 9 10 




PULSE OF BOSTON, JAN.-FEB. 1959 PULSE OF WHOM AREA. JAN. 1956 



SHARE OF AUDIENCE MONDAY-FRIDAY 



70 
24 




AM 
6 7 



WHOM 



PM 

9 10 11 12 1 2 3 4 5 6 7 
TIME OF OAY 
WBZ — WEEI — — — WCOP . . . 



9 10 11 12 



WNAC— • — • 



MONDAY THROUGH FRIDAY 6:00 A.M. TO MIDN IB 



MORNING 
6:00 AM TO 
12;00 NOON 



6.00 AM 6:15 AM 6:30 AM 6:45 A.M 7:00 AM 7:15 AM 7:30 AM 7:45 AM 



AFTERNOON 
12:00 NOON 
TO 6:00 PM 



EVENING 
6:00 PM TO 
MIDNIGHT 



PULSE OF THE 



WHDH 2.0 WHDH 2.5 WHDH 3.2 WHDH 3.8 WHDH 4.8 WHDH 5.0 WHDH 5.5 WHDH 5- 




4 9 \VliZ 5.2 

4.5 WEEI 4.6 

3.0 32 

3.0 WrOP 3.1 
2.2 WMEX 2 4 

1.1 W'0\lh 13 
10 WEZE 1.0 



12:00 N 


12:15 r.M 


li:.>0 P.M 


12:45 ^^^ 


1 :00 PM 
WHDH"3.5 


1:15 PM 
WHDH 3.4 


1 :30 PM 
WHDH 374 


1:45 1»M 
WEEl 3.4 j 


WHDH 4.1 


WHDH 


4.0 


WHDH 3.8 


WHDH 3.6 




3.7 


W HZ 


3.4 


WUZ 3.3 


WUZ 3.2 


\\EKI 


3.0 


WEEl 




WEEI 


3.3 


^HDH 3.H 


WEEI 


3.2 


\\KE1 


3.3 


WEKl 3.3 


WEEl 3.0 


WHZ 


2.9 


WHZ 


2.8 


WHZ 


2.7 






2.9 


W('01» 


2.7 


WCOP 2.7 


wrop 2.8 


WCOP 


2.6 


W('Or 


2.6 


\\TOP 


2.7 


Wr01» 2.7 


WOKL 


2.2 


\VNAr 


2.1 


WNAC 2.2 


WOKL 2.3 


WN.\r 


2.3 


WNAC 


2.1 


WNAC 


2.1 


W.NAC 2.1 


WMEX 


2.1 


UOIIL 


2.0 


WOKL 2.1 


WNAf 2.0 


\\'0I1L 


2.1 


WOUL 


2.0 


WOBL 


1.8 


WOHL 2.0 


W.N AC 


2.1 


WMEX 


1.9 


WMKX 1.7 


WMEX 1.8 


WMEX 


1.7 


WMEX 


1.7 


W.\IEX 


1.7 


WMEX 1.7 ' 


WEZE 


1.0 


WEZE 


.8 


WKZE .7 


WEZE .7 


WEZE 


. 7 


WEZE 


.7 


WEZE 


.9 


WEZE .8 


6:00 r.M 


6 ,15 PM 


6 :30 r.M 


6 :45 P.M 


7 .00 PM 


T ;15 PM 


7 :30 PM 


7:45 PM 


WHDH 


4.2 


WHDH 


3.7' 


WH D H 4.0 


WHDH 3.7 


WHDH 


3.7 


WHOH 


"3.3" 


'WHDH'3.5 WHDH 3.2«- 


W RZ 


3.2 


WIJZ 


3.0 


WHZ 3.0 


\\V:VA 3.2 


W.N \( 


J. 9 


\\BZ 


2.5 


WHZ 


2.8 


WEEI . 


WEEl 


3.2 


wrop 


3.0 


WCOP 2.8 


WHZ Xi) 


WHZ 


2.7 


WNAC 


2.5 


wn>p 


2.6 


WHZ 2.6 


wror 


2.8 


WEEl 


2.9 


WEEI 2.8 


W.N.\r 2.7 


wroi» 


2.6 


wrop 


2.3 


WEEl 


2..1 


WCOP 2.3 


WNAf 


2.7 


WN.\C 


2.6 


W.NAC 2.8 


W(01' 2.6 


WEKI 


2.3 


WEEl 


2.3 


WNAC 




W.NAC 2.1 


WMFA' 


1.9 


WMKX 


1.9 


W.MEX 1.6 


WKZE 1.4 


WFZE 


1.5 


WMEX 


1.6 


WMEX 


l.fi 


WMEX 1.3 


WEZE 


1.2 


WEZE 


1.2 


WEZE 1.1 


WMEX 1.4 


WMEX 


1.4 


WEZE 


1.3 


WKZE 


1.4 


WEZE 1.2 



II 



AREA. JANUARY, 1959 



MORNING 
6:00 AM TO 
12:00 NOON 



AFTERNOON 
12:00 NOON 
TO 6:00 PM 



FIRST IN 489 OUT OF 500 
RATED QUARTER HOURS! 



EVENING 
6:00 PM TO 
MIDNIGHT 



SATURDAY 6:00 A.M. TO 12:00 MIDNIGHT 

6:00 AM 6:15 AM 6:30 .\M 6.45 AM 7:00 AM 7:1.=»A.M 7:30 A^! 



A') AM 



I 



WHDH 1.0 


WHDH 


1.5 


WHDH 


1.8 


WHDH 


2.3 


WHDH 


2.8 


WHDH 


2.8 


WHDH 


3.3 


WHDH 


3.8 V 


\VEEI 


,8 


WUZ 


.5 


WEEI 


.8 


WHZ 


1.0 


WBZ 


2.0 


WBZ 


2.3 


WEEl 


2.8 


WBZ 


3.0 


V 


WBZ 


.5 


WEEl 


.5 


WBZ 


.5 


\VEEI 


1.0 


WtKl 


l.S 


WEEl 


1..S 


WBZ 


2.5 


WEEI 


2.8 


\ 


WNAC 


.3 


WCOP 


.3 


WCOP 


.5 


\VCOP 


.8 


WN.\r 


1.5 


WCOP 


1.3 


WNAC 


l.S 


WNAC 


2.3 


\ 


WCOP 




WNAC 


.3 


WWC 


.5 


W.NAC 


.5 


WCOP 


1.0 


WN.\C 


1.3 


WCOP 


1.5 


WCOP 


2.0 


\ 


WEZE 




WKZE 




WEZE 




WMEX 


.3 


WEZE 


.3 


WMEX 


.5 


WMEX 


.8 


\niEX 


1.0 \ 


W.\IEX 




W.MEX 




W.MEX 




WEZE 




WMEX 


.3 


WORL 


.5 


WEZE 


.5 


WOBL 


.8 


\ 


WORL 




WORl. 




WORL 




WORL 




WORL 


.3 


WEZE 


.3 


WOKL 


.5 


WEZE 


.5 




12:00 X 


12:15 PM 


12:30 l'.\I 


12:45 PM 


1 :00 P.\l 


1:15 P.M 


1 -.30 PM 




P.M 




WHDH 


4.0 


WHDH 


4.5 


WHDH 4.0 


WHDH 


4.8 


WHDH 3.8 


WHDH 


4.3 


WHDH 


3.8 


WHDH 


3.8 


\ 


WBZ 


2.8 


WliZ 


3.0 


WBZ 


3.S 


WBZ 


3.3 


WHZ 


2.S 


WBZ 


2.5 


WBZ 


2.S 


WBZ 


3.0 


y 


WCOP 


2.8 


\VCOP 


2.5 


\\'EE1 


2.5 


WEEl 


3.0 


WCOP 


2 .*> 


WCOP 


2.5 


WCOP 


2.0 


WCOP 


2.3 




WEEI 


2.0 


WKEI 


2.0 


WCOP 


2.3 


wrop 


2.3 


WN.\C 


2! 5 


WEEl 


2.3 


WEEl 


2.0 


WEEI 


1.8 




\V.MEX 


2.0 


WMEX 


1.8 


WMEX 


2.0 


WMEX 


1.8 


WEEl 


2.3 


WNAC 


l.S 


WMEX 


1.5 


WMEX 


1.5 




WNAC 


1.3 


W.NAC 


1.3 


WNAC 


1.5 


W.NAC 


l.S 


WMKX 


\.r> 


WORL 


1.8 


Wv \C 


1.5 


W.N.VC 


1.3 




WORE 


1.3 


WOKL 


1.3 


WORL 


1.3 


WORL 


1.5 


WORL 


1.3 


W.MEX 


1.3 


WORL 


1.5 


\VORL 


13 




WEZE 


.5 


WEZE 


.5 


WEZK 


.5 


\VEZK 


5 


WEZK 


.5 


UEZE 


.8 


WEZE 


.5 


WEZE 


.5 





6 :00 PM 


6:15 PM 


6 :30 P.M 


6:4.'i 


l».M 


7:00 PM 


7:15 PM 


7 :30 PM 


T:45 


r.\i 


4 


WHDH 


3.5 


WHDH 


3.5 


WHDH 3.5 


WHDH 


2.8 


WHDH 


2 8 


WHDH 


2.8 


WHDH 


2.8 


WHDH 


3.0 


\H 


WBZ 


3.0 


WEEI 


2.5 


WEEl 2.5 


WCOP 


2.3 




2.3 


WBZ 


l.S 


WCOP 


2.0 


\\EE1 


2.0 


\ 


WCOP 


2.3 


WBZ 


2.3 


WCOP 2.0 


WEEI 


2.0 


wrop 


l.S 


WCOP 


l.S 


WBZ 


l.S 


wrop 


l.S 


\ 


WEEl 


2.3 


WCOP 


2.3 


WRZ 2.3 


WBZ 


l.S 


WEEl 


l.S 


WEEl 


l.j 


WKEI 


1.8 


WBZ 


1.5 




WNAC 


2.0 


W.MEX 


1.5 


WMEX 1.8 


WMKX 


IS 


\VMEX 


1.5 


WMEX 


1.5 


W.N.\C 


1.3 


W.N.\C 


1.5 


ii? 


W.MEX 


1.5 


WVAC 


1.5 


WN.\C 1.5 


WNAC 


1.3 


WN.\C 


1.5 


WN.\C 


1.3 


WMEX 


1.0 


WMEX 


L3 




WEZK 


.8 


WKZE 


.8 


WEZE .8 


WEZE 


.8 


WEZE 


.8 


WEZE 


.5 


WKZE 


.3 




.3 





SUNDAY 7:00 A.M. TO 12:00 MIDNIGHT 



IRST OR SECOND IN 500 OUT OF 
500 RATED QUARTER HOURS! 



MORNING 
6:00 AM TO 
12:00 NOON 



AFTERNOON 
12:00 NOON 
TO 6:00 PM 



7:(iO .\M 7:15 A.M 7:30 .\M 



WHDH 1.0 WHDH 1.0 WHDH .8 Wl 



4 



I 



W HZ 5 
WEEl .3 
WCOP — 
WEZE — 
WMEX — 



\\ BZ 

WEEl 

WCOP 

WEZE 

WMEX 

W.N.^C 



WHZ 
WEEI 

wrop 

WMEX 
WEZK — 
WN.AC — 
WORI 



.S WBZ 1.0 V 
.8 WEEI .8 V 
.3 WMEX .5 VPC 
3 WCOP .3 Vf 



12:00 N 12:15 PM 12:30 P.M 12 IT) PM 1:00 PM 1:15 P.M 



WBZ 3.3 WBZ 3.3 WHDH 3.3 WHDH 3.3 WHDH 3.8 WHDH 4.0 WHDH 3.5 WHDH 2. 



EZK — WEZK .3 VEf 

SAC — w\.\c — vr 

ORL — WOKL — Vli 

1:30 PM 1:45 PM 



EVENING 
6;00 PM TO 
MIDNIGHT 



WHOH 2.8 
AVror 2.5 
WEKI 1.5 
WMKX 1.3 
WORL 1.0 
WEZE .3 
WNAC .3 

n :00 PM 
WHDH 3.8 



WHOH 2.8 \VBZ 2.S 

WrOV 2.5 W(OP 2.3 

W.MEX 1.3 WMEX l.S 

WEKl 1.0 WEKl 1.5 

.8 WN.\r .5 

.3 WOBL .5 

,3 WKZE — 



WRZ 2.5 
WCOP 2.3 
WMEX 2.0 



WORL 
WEZE 
WNAC 



WKEI 
WN \C 
\VOBL 
\VEZE 



\niZ 2.3 
WCOP 2.0 
WMEX 1.5 
WEEI 10 
WORL 
WKZE 
W.N.\C 



1.0 

.3 
.3 



WRZ 2.0 WBZ 2.3 

WCOP 1.5 WCOP 1.8 

WEEl 1.3 WKKI l.S 

WMEX 1.3 WMKX 1.3 

WORL .8 WEZE .5 

WEZK .3 W.N.VC .3 

WN.\C .3 WOBL .3 



WBZ 
WEEl 

wrop 



2.5 Vl 
2.0 V, 

l.S vr 



6:15 PM r.-30 r.\I r>:45 P.\I 



r:OOP.\I 7:15 PM 7:30 PM 



WHDH 3.8 WHDH 3.5 WHDH 3.8 WHOH 2.8 WHOH 2.8 WHDH 3.0 WHDH 3.1 



WKKI 

WBZ 

WCOP 

WNAC 

WMEX 

\\KZK 



WEEI 

WUZ 

WCOP 

WNAC 

\VEZE 



2.8 WEKl 3.0 
2.0 WBZ l.S 
1.5 wrop 1.3 
1.5 W.MEX .8 
.8 WNAC .8 



WEKI 

WRZ 

WCOP 

WNAC 

WEZE 



3.0 WEEI 2 S 

1.5 wrop I S 

1.0 WBZ 1.3 
1.0 W.MEX 1.0 
.S WEZE ,8 



W.MEX .5 WKZK .3 WMKX .8 WNAC 



WEEl 2.8 WEEl 

WCOP l.S WCOP 

WBZ 1.3 WBZ 

WMKX 1.0 WMEX 

WKZE ,S WEZE 

\rS\C .8 WNAC 



WMKX 1.3 V*} 

WKZE .8 VI 

WORL .5 Vf 

W.NAC .3 Vl 

■:4.')PM 
^DH 3.f ji 

^ni* 1 R V I ' 



2 n wcor 

1.5 WEEl 
.S WMEX 
.S WBZ 
.3 WEZE 

— WNAC 



1.8 Vl 
1.5 V 
.8 V , 
.5 vM 
.3 V» 
— V 



I 

ell 8 ^ 

|r 1 WHOH 5 0 



WBZ 4.5 
WT.El 4.rt 
WOBL 3.3 
\VN.\r 2.9 
WCOP 'J.fi 
WMKX 2.fi 
WKZK .9 

2 .30 P.M 




s \v(''»r 2. 

6 WKKI 2 

5 WRZ 2.3 

X S W\M' 1 !► 

57 WMKX 1 7 

4 worn. 13 

.9 WEZK .8 



8 45 A.M 


9.00 .^M 


9;!"> 




9 -30 A M 


9:45 ^\.M 


10 00 .AM 


10:1'. 




10 :V' 


\M 


10 45 .\M 


1I .*H) AM 


11 15 


AM 


n M 


\\1 


11 15 


AM 


W nU n *»,o 




WH D H 




w n u n **. D 


w n u n <4i J 


TV n u n **. A 


WHO H 


4.0 


WHDH 


4.1 


WHDH 


4.1 


VUHD H 4 D 


WHDH 


4.D 


WHD H 


4.3 


WHD H 


4.2 


wnz 4.2 


WBZ 4.3 


WIIZ 


4.0 


WBZ 4.3 


WHZ 4.2 


WItZ 4.0 


WBZ 


3.7 


WKEI 


3.8 


wnz 


3.r> 


WHZ 3.n 


wnz 


3.4 


witz 


w r. 


UBZ 




WKKI 4.0 


WKKI 3.9 


WKKI 


3 5 


WKKI 3.3 


WKKI 3.3 


WKKI 3.0 


WKKI 


3.7 


wnz 


3.7 


WKKI 


3 fJ 


WKEl 3.3 


WKKI 


3.1 


u( (H' 




W t OP 


. I 


W.N.\r 3.0 


wcor 2 s 


wen I* 


;? 0 


WTOr 3.2 


WTOr 3.0 
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AUDIENCE COMPOSITION 



Once again Pulse, Inc., lias determined ihe number of men, women, teenh and eliildreii listening to poch radio station. From 
the Iis.tener?hip data obtained in the total area survey, audience composition uas tabulated for seven stations. This was done hy 
hour periods for the Monday-Friday average and for Saturday and Sunday. The data are reported as the total number of men, 
women, teenagers and children listening. This is the combined indiome and out-of-bonie audience. Men, women are 18 years of 
age and older. Teenagers are 12-17 years of age. Children are 11 years of age and younger. These figures are available for each of 
the seven major Bo^ton stations. For purposes of brevit> and space, we have published figures on ihe five leading stations: WHDH, 
WUZ, WCOP, WEEI, WNAC. (Data on other stations on request.^ 



MONDAY THROUGH FRIDAY 

TOTAL NUMBER OF PERSONS LISTENING IN THOUSANDS 



6:00 AM 

WHDH WHZ WrOl' WKEl WX.NC 

Men 33.6 20.9 7.7 13.7 10.2 

Women 31.9 21.2 8.7 12.0 9.9 

Teens 2.6 1.4 1.2 .4 .8 

Child. 1.3 .3 — A .3 

Total 69.4 4.18 17.6 27.1 21.2 

7:00 AM 

WHOM WBZ wror wkki \v.\.\c 

Mm 64.3 51.0 2.S.1 48.2 32.1 

Women 62.7 50.6 31.3 44.7 33.8 

Tecn^ 7.8 0.4 5.3 3.5 2.5 

thild. 3.1 2.8 1.6 2.9 2.1 

Total 137.9 116.8 06.3 99.3 70.5 

8:00 AM 

WHOM WBZ WrOP WKEI W.N.U* 

.Mt'ti 52.3 40.5 22.4 44.4 26.6 

Women 56.9 57.1 30.'> 54.8 37.4 

Teens 6.9 7.2 4.9 4.1 2.R 

riiild. 3.8 3.6 2.0 3.5 2.8 

Total 119.9 lOh. 1 6*0.2 10(; N 69.6 



9:00 AM 

WHOM WlIZ WCOl* WKKl W.VAC 

.Men 27.0 23.4 15.8 22.1 12.3 

Wom^n 61.0 51.9 35.7 15.4 31.8 

Teens 3.5 5.7 4.5 2.6 2.2 

Cliild. 3.5 3.2 l.S 3.2 2.5 

T.ital 95.0 S4.2 57.8 7:i.3 i.^.S 

10:00 AM 

WHOM WUZ WC()1» WKKl W.\.\C 

.\kn 24.1 16.6 13. i 16.7 7.6 

Womt-n 51.9 47. 39.S 41».6 27.1 

Tmij 4.3 :}.7 5.J 2.8 1.5 

CliihL 4.3 4.0 2.9 4.5 2.4 

Total 84.6 73.3 i'.lJi 73.'J :'.S.t; 

11:00 AM 

WHOM WHZ Wroi' WKKl WNAC 



Men 21.6 1'>.8 11 5 

Women 51.9 4.^.2 37 6 

Teeas 4.9 5.3 5.3 

Child. 4.3 3.2 3.3 



13.5 10.6 

42.5 28.5 

2.3 2.3 

4.2 2.3 



TnUl 



82.7 07.: 



(.'0.: 



62.: 



12:00 NOON 



WHOM 
Mtn 20.0 
Wiimen 51.7 
Teens 4.7 
Child. 4.1 
Tntaf 80.5 



WHZ 

16.9 
43.0 
5.6 
3.6 

o:m 



13.1 
33.3 
4.6 
3.1 
5 1. 1 



WTKl 
13.5 
44.4 
2.4 
3.8 
6'4 1 



13.: 



W.N.Xi 
10.4 

1.0 
2.2 
II. 1 



1:00 PM 

WHOM WlIZ WCOr WEKI WNAC 

Men 18.4 13.5 11.4 S.!> ll.!> 

Wonti-n 41.0 31.2 31.7 51.7 27.5 

Teens 4.6 1.2 ■\/) 2.5 2.(1 

Child. 3.1 2.5 3.3 4 5 1.7 

T'.t.il 67.1 5t t 51. ;i 67 \; LiA 







2:00 


PM 










11:00 


PM 






WHOM 


WlIZ 


wtoc 


WKKI 


w\.\r 




WHOM 


WRZ 


wcor 


Wl'KI 


Mil, 


20.1 


12.4 


11.4 


6.9 


9.5 


.Mm 


34.6 


12.6 


0.8 


12.0 


W- nu- i 


36.0 


31.7 


3M 


42.7 


•Ti ^ 


WomfH 


30.8 


12.0 


9.0 


10.9 


Teen- 


6.1 


5.7 


5.9 


2.0 


3. 


Teens 


4.2 


2.0 


2.1 


1 2 


nuKi. 


2.3 


1.5 


2 3 


3 3 


l.t' 


Chi Id. 


.8 








roiAi 


64.5 


51. .3 


51.0 


54.;i 


36.1 


Tfit;il 


70.4 


26.6 


20.9 


2t 1 



3:00 PM 

WHOM WBZ WC01> WEEl W.NAC 

.Men 22.1 11.1 10.7 6.6 10.3 

Women 41.X 28.4 27.1 31.6 20.2 

Teens 10.0 7.3 7.3 1.9 2.3 

Child. 3.7 1.4 1.7 2.9 1.5 

Total 76.9 48.2 46.8 43.0 34.3 

4:00 PM 

WHOM WBZ WCOP WERl W.VAC 

Men 36.3 15.8 17.6 11.8 13.8 

Women 46.7 2.S.9 35.3 32.6 23.8 

Teens 12.9 10.2 13.1 3.8 3.4 

Child. 3.2 1.1 1.3 2.1 1.4 

Total 99.1 56.0 67.3 50.3 42.4 

5:00 PM 

WHOM WBZ WCOC WEEI WNAC 

Men 47.4 25.3 23.0 25.3 20.5 

Women 55.9 32.9 33.9 30.3 23.2 

Teens 12.7 9.7 13.1 5.5 4.2 

Child. 3.5 1.7 2.3 2.9 2.1 

Total 119.5 69.6 72.3 70.0 50.0 

6:00 PM 

WHOM WlIZ WTOr WEEI WN'At 

.Men 45.3 3J.6 27.4 36.2 31.8 

Women 44.1 35.5 30.8 34.4 30.1 

Teens 9.4 9.3 11.0 4.5 5.3 

Child. 2.3 1.9 2.1 1.8 1.6 

Total 101.1 81.3 71.3 76.9 68.8 

7:00 PM 

WHOM WBZ WTOP WEKl WNAC 

Men 40.5 29.7 24.9 30.5 27.1 

Women 38.9 30.1 26.8 27.5 20.8 

Tt-eiis- 9.2 9.i 10.1 2.6 4.0 

( hiUi. 2.0 2.0 1.5 2.3 l.S 

Total 90.6 71.2 63.3 62.9 5<K7 

8:00 PM 

WHDH WBZ WCIH' WEEI WXAC 

.\l**n 38.8 20.6 21.1 25.9 19.0 

Women 33.2 20.0 20.2 21.2 19.2 

TetMLs- 7.4 5.2 7.2 3.3 3.8 

Cliild. 1.4 1.1 1.2 1.6 1.3 

Total 80.8 46.9 49.7 55 0 43.3 

9:00 PM 

WHOH WBZ WCur WKKl W.NAC 

Men 38.6 19.5 10.2 19.5 17.0 

Women 33.3 17.1 10.6 18.5 15.8 

Teens 6.2 3.3 5.5 2.0 2.0 

Child. 2.4 .5 1.4 1.0 .5 

Total 80.5 40.4 39.7 41.0 35.3 

10:00 PM 

WHOH WBZ WCOl' WKEI WNAC 

.Men 37.5 12.8 13.3 14.5 18.3 

Women 33.0 11.8 12.9 1.3.7 18. 1 

Teens 5.4 2.1 2.9 1.4 2.4 

Clilld. 1.4 .7 .4 — — 

Total 77.3 27.4 20.5 29.6 3S.S 



9.1 

S 0 
.0 



SATURDAY 

TOTAL NUMBER OF PERSONS LISTENING IN THOUSANDS 



WHDH WBZ 

Men 20.8 6.3 

Women 19.7 7.3 

Teeas 2.0 — 

Child. 2.0 — 

Total 44.5 13.6 



6:00 AM 

WCOP 
5.0 
4.0 
1.0 



WEEI 
9.0 
8.1 
1.0 



W'SW 
5.0 
4.0 



10.0 18.1 



7:00 AM 

WHOH WBZ WCOP WEEI W.NAC 

Men 39.6 27.1 14.7 26.0 19.0 

Women 35.7 28.7 16.7 26.0 19.0 

Teens 4.8 3.0 2.9 2.0 1.8 

Child. 1.9 1.1 — 2.1 1.8 

ToUl 82.0 59.9 34.3 56.2 41.6 

8:00 AM 

WHOH \YBZ WCOP WEEI WXAC 

Men 42.4 34.8 19.9 34.2 17.6 

Women 43.5 36.9 21.!) 37.0 19.5 

Teens 3.9 5.0 5.6 2.9 1.9 

Child. 1.7 2.1 2.0 1.9 1.9 

Total 91.5 79.4 59.4 76.0 40.9 

9:00 AM 

WHOH WBZ WCOP WEEI W.NAC 

Men 33.9 22.9 17.2 IS.l 12.9 

\Yonien 51.5 43.5 29.8 36.6 22.0 

Teens 7.5 6.4 8.6 2.7 2.0 

Child 2.0 1.8 1.8 2.7 2.0 

Total 94.9 74.6 57.4 60.1 39.5 

10:00 AM 

WHOH WBZ WCOP WEEI WNA( 

Men 33.8 22.0 16.2 14 1 9.0 

Women 47.0 36.9 31.5 29.7 14.3 

Teens 8.4 8.7 9.0 2.9 2.0 

Child. 3.0 2.1 1.7 1.8 .9 

Total 92.2 69.7 59.0 4S.5 26.8 

11:00 AM 

WHOH WBZ WCttP WEEI WN'AC 



.Men 37.8 17.2 10.0 15.2 

Women 50.4 33.9 30. S 2S.6 

Teens 8.6 8.6 9.3 4 7 

Child. 2.7 1.8 1.7 1.8 

61.5 57.S 



Total 



99.5 



50.3 



10.1 
14.1 
2.0 
1.1 
27.3 



12:00 NOON 

WHOH WBZ WCOP WEEI WN'AC 

Men 37.6 IS.S 10.6 11.6 11. S 

Women 46.7 37.6 25.2 32.2 17.6 

Teens 9.7 9.7 9.8 2.9 2.0 

Child. 2.6 1.9 1.9 l.S 2.0 

Total 96.6 68.0 .^3.5 48.5 33.4 



1:00 PM 

WHOH WBZ WCOP WKKl W.NAC 

.Men 28.2 18.1 14.9 15.2 9.8 

Women 47.6 33.3 25.3 25.0 22.2 

Teens 11.2 10.6 8.3 2.S 3.S 

Child. 2.9 2.1 1.7 1.9 1.9 

Total 89.9 64.1 50.2 44.9 37.7 



2:00 PM 
WHOH WBZ WCtiP WEKl WNAC 



.Men 26.2 21.0 17.3 lO.S 

Women 45.1 33.2 27.1 19.7 

Teens 9.5 12.0 9.8 2.0 

Child. 2.8 1.9 1.9 1.0 

Total 83.6 68.7 56.1 33.5 



9.4 
15. ft 



2.0 
CO.O 







3:00 


PM 




WHDH 


WBZ 


WCOP WEE' 


Men 


24.3 


10.2 


13.5 


lO.ll 


Women 


41.7 


34.1 


24.9 


10.C| 


Teens 


8.4 


8.7 


8.7 


l.f 


Child. 


2.1 


1.7 


2.1 


l.I 


Total 


76.5 


00.7 


40.2 


2S.3 






4:00 


PM 






WHOH 


WBZ 


WCOP 


WEE 


.Men 


31.4 


17.9 


15.8 


10.1 


Women 


48.8 


30.1 


27.5 


15.f 


Teens 


9.6 


8.0 


9.4 


2.1 


Child. 


3.0 


2.0 


1.9 


21 


Total 


92.8 


58.6 


54.0 


29.3 






5:00 


PM 






WHDH 


WBZ 


WCOP 


WXE 


Men 


30.4 


23.0 


17.4 


121 


Women 


43.9 


30.0 


25.3 


20.f 


Teens 


9.8 


8.4 


9.8 


11 


Child. 


2.7 


3.0 


1.8 


U 


Total 


86.8 


05.0 


54.3 


36.f 






6:00 


PM 






WHOH 


WBZ 


\vcop 


WEF. 


Men 


39.3 


22.4 


19.9 


24.: 


Women 


36.8 


25.3 


22.9 


25.'. 


Teens 


7.5 


6.9 


7.0 


2.! 


Child. 


1.9 


1.8 


2.0 


1. 


Total 


85.5 


56. J 


52.4 


54. 






7:00 


PM 






WHOH 


WBZ 


WCOP 


WEF. 


Men 


34.1 


2 l.S 


20.6 


20.. 


Women 


29.3 


20.0 


19.7 


IS. 


Teens 


7.9 


4.9 


0.9 


1.! 


Child. 


3.0 


.8 






Total 


74.3 


48.1 


47.2 


41.. 






8:00 


PM 






WHDH 


WBZ 


WCOP 


WEF 


.Men 


41.5 


15.0 


18.7 


23 


Women 


30.9 


15.0 


17.7 


20. 


Teens 


5.8 


2.9 


4.9 


2. 


Child. 


1.9 




1.0 


- 


Total 


80.1 


32.9 


42.3 


40 






9:00 


PM 






WHOH 


WBZ 


WCOP 


WEF 


Men 


38.6 


16.7 


13.4 


15. 


Women 


35.7 


15.8 


12.3 


13. 


Teens 


4.8 


2 0 


3.8 


2. 


Child. 


2.9 


.9 






Total 


82.0 


35.4 


29.5 


30. 






10:00 PM 






WHOH 


WBZ 


\VCOP 


WEI 


Men 


33.8 


13.7 


11.3 


13. 


Women 


28.1 


12.7 


9.5 


12. 


Teens 


4.0 


2.0 


2.9 


2. 


Child. 




1.0 






Total 


65.9 


29.4 


23.7 


27 






11:00 PM 






WHOH 


WBZ 


WCOP 


W'U 


Men 


24.4 


11.3 


9.7 


11 


Women 


23.5 


10.4 


8.7 


11. 


Teens 


3.0 


2.0 


1.9 


1. 


Chlfd. 










Total 


50.9 


23.7 


20.3 


23. 



(OST PER THOUSAND METHOD 



Ir an r»ty nirthod of fiiiillng ruMi pre lh»u»Bni] fiir iiirn mmi wonirn, 
HI ply Xmkr the nunilx-r In r»rh hour, fiiM) thr rlottt* •>! rfirrr«pf>iii]lng 
inilirr 111 the l»blr <iii Pagf B (r<i«t prr ihouoaml ) undrr IliiiiirH. Kind 
) "ro-*! i*er »poi** column, am) ynu havr co*i \\rr thouttsnd. For 
«^iipl4'« ^)oitdB> ihroUKh Friday hI 5;4)0 I*» hut 47.t04> mm 

1 1|« ■uillnirr. In column two on pa(!<* rlKhl }ou finil thr rld^fst fi^urr 
I'thit undrr r»dlo hoinrit (■Hi,'2'2i). (^o«l |>rr <«pol rnlunin ^how<« thut 
I ro»t pre ihoutsnil inrn •! 5:00 P.M )<•: 
\ 



I* 



«18 

.37 



«30 

.62 



$36 
.75 



S55 



$60 
$1.21 



SUNDAY 

OTAL NUMBER OF PERSONS LISTENING IN THOUSANOS 






7:00 


AM 




lOH 


WBZ 


WTOP 


WEE I 




7.7 


1.5 


6.8 


\i 


6.8 

.9 




6.8 




15 4 


1.5 


13.0 




8:00 


AM 




I^OH 


WBZ 


WTOP 


WEE I 


p.9 


21.4 


3.0 


9.6 


p.8 


19.5 


5.0 


9.8 


1.9 


1.9 


1.0 


.9 


3.8 






1.9 


S.A 


■12.S 


9.0 


22.2 




9:00 


AM 





,0 
H-4 



WBZ 
24.4 
2S.5 
2.9 
2.0 
57.8 



wrop 

14.0 
15.1 
4.8 
.9 
34.8 



WEEI 
13.4 
14.3 



27.; 



10:00 AM 



jlOH 


WBZ 


wrop 


WEEI 


3.5 


32.2 


24.7 


11.7 


p.6 


32 2 


26.2 


10.8 


5.8 


6.6 


5.9 




2.6 


1.9 


2.0 


2.0 


fi.5 


72.9 


58.8 


24.5 


i 


11:00 


AM 




!hoh 


WBZ 


wrop 


WEEI 




28.7 


24.8 


11.9 




34.2 


25.8 


10.1 




11.4 


1Q.4 




2.8 


2.7 


2.7 


1.8 


5.9 


77.0 


63.7 


23.8 


12:00 


NOON 




^0H 


WBZ 


WTOP 


WEEI 


2.2 


23.0 


19.1 


13.1 


2.2 


29.8 


22.8 


13.9 


4.7 


10.9 


9.4 


2.0 


1.9 


2.3 


1.1 




1.0 


66.0 


52.4 


29.0 




1:00 


PM 





w.N.\r 

2.3 
3.4 



\v.N.\r 

3.6 
4.8 



8.4 



w.N.\r 

3.4 
3.4 



w.N'.vr 

3.0 
3.0 



wN.\r 

5.3 
4.3 
1.1 

10.7 



10H 

f0.1 
2,2 
6.9 
2.6 
1.8 



WBZ WTOP WEEI 



21.1 


14.1 


15.1 


19.4 


18.2 


14.0 


5.9 


5.9 


1.8 


2.1 


1.9 


1.8 


48.5 


40.1 


32.7 



WN*.\r 

3.4 
3.4 





2:00 


PM 




-lOH 


WBZ 


wrop 


WEEI 


2.7 


17.5 


16.7 


26.7 


0.1 


20.5 


14.9 


33.5 


7.9 


5.7 


5.9 


2.7 


2.6 


1.8 


2.0 


2.7 


3.3 


45.5 


39.5 


65.6 



8.4 



1.1 
16.9 







3:00 


PM 








WHOM 


WBZ 


wcor 


WEEI 


W.\.\( 


Men 


39.6 


14.9 


16.1 


30.3 


10.7 


Women 


42.4 


20.6 


17.2 


35.7 


9.0 


Teens 


6.7 


6.0 


D.O 


4 1 


1 9 


Child. 


1.6 


2.0 


1.8 


1.8 


1.0 


Total 


90.3 


43.5 


40.7 


71.9 


23.2 






4:00 


PM 








WHOM 


WBZ 


WCOP 


WEEI 


w.\.\r 


.Men 


40.4 


19.2 


23.5 


24.4 


14. U 


Women 


44.0 


19.2 


i9.r> 


21.4 


14.9 


Tee lis 


6.6 


5.7 


7.0 


1.8 


1.9 


rhiid. 


3.6 


.9 


2.0 




1.0 


Total 


94.6 


45.0 


52.1 


47.6 


32.7 






5:00 


PM 








WHOM 


WBZ 


WCOP 


WEEI 


w.N.\r 


.Men 


37.4 


20.8 


18.7 


30.1 


11.3 


Women 


36.4 


21.7 


16.0 


28.3 


12.2 


Teen.s 


6.9 


5.7 


7.6 


4.9 


.9 


Child. 


2.6 


1.8 


1.9 


1.9 




Total 


83.3 


50.0 


44.2 


65.2 


24.4 






6:00 


PM 








WHOM 


WBZ 


WCOP 


WEEI 


WXAC 


.Men 


40.7 


18.4 


13.9 


35.7 


14.3 


Women 


39.6 


16.6 


13.1 


29.8 


13.4 


Teens 


11.1 


3.8 


3.7 


5.0 


2.0 


Child. 


2.8 


M 


1.0 


2.T 




Total 


94.2 


39.9 


31.7 


73.2 


29.7 






7:00 


PM 








WHOH 


WBZ 


WCOP 


WEEI 


W.N'AC 


.Men 


35.7 


11.0 


17.9 


27.0 


5.0 


Women 


29.4 


9.0 


17.9 


25.0 


4.0 


Teens 


7.7 


1.1 


5.7 


2.8 




Child 


2.7 




I.O 


2.0 


— 


Total 


75.5 


21.1 


42.5 


56.8 


0.0 






8:00 


PM 








WHOH 


WBZ 


WTOP 


WEEI 


WNAC 


Men 


34.2 


7.0 


13.7 


22.3 


6.8 


Women 


27.3 


6.1 


12.8 


21.4 


6.8 


Teens 


5.7 




3.9 


1.8 




Child. 


2.0 








— 


ToUl 


69.2 


13.1 


30.4 


45.5 


13, G 






9:00 


PM 








WHOH 


WBZ 


WCOP 


WEEI 


WN.\C 


.Men 


25.5 


5.3 


16.4 


17.6 


5.7 


Women 


21.9 


5.3 


15.4 


IS. 7 


4.7 


Teens 


5.6 




4.8 


4 6 


1.0 


Child. 


2.0 






.8 




Total 


55.0 


10.6 


36.6 


41.7 


114 






10:00 


PM 








WHOH 


WBZ 


WCOP 


WEEI 


WNAC 


Men 


19.0 




14.5 


14.7 


6.1 


Women 


19.0 




12.4 


12 7 


7.0 


Teens 


3.8 




3.1 


2.0 


1.0 


Child- 












Total 


41.8 




30.0 


29.4 


14.1 






11:00 PM 








WHOH 


WBZ 


WCOP 


UTEI 


WNAC 


.Men 


22.0 


3.0 


9.6 


8.4 


7.4 


Women 


20.9 


1.5 


8.7 


6.3 


7.4 


Teens 


3.7 




1.9 




1.0 


Child. 












Total 


47.5 


4.5 


20.2 


147 


15.8 



lhat has 2i hour dorninunee in ili» 25 rtiuiil^ coserage 

oreii is reoonfirmed by ihe WIIDII 25 Couniy Area TuUe nteai«urinK 
l*o*i;l-.Mi<Inif(hl radio libloiiinf; from Mi<Inif(hl unlil 6:00 A..M. PuIkc 
used iis personal inlorview rosier nieihod, inierviewinfc a loial of 
1400 homes. Two hundred families were queslioned eaeh dav for 
a whole week, wiih all inierviews earried oul afier 6:00 l*.M. lo 
insure ihe hifchesl degree of oceupaney in ihe home when ihe 
survey wan laken. 

The eoniparison of 1958-1959 I*osl->!idnifshl audienees shown 
below atiesls lo ihe eonsiblenl growlh of ihe WHDII audienee in 
ihis enlire lime period. Nole ihe subslanlial WIIDII audienee 
inerease over 1958, a year lhal sel an all-lime high. 
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COMPARATIVE AVERAGE HOURI.Y RATINGS 
MONDAY THROUGH SXTNDAY 
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The graph at the left reflects the ^'U) 
leadership and dominance in its t\ve< 
five county area. The WHDH leader^.! 
has been maintained during what is rec 
nizcd to l)e the most highly conipetit 
era in radio broadcasting and in a g 
graphical area as competitive as any 
the United States. 
50,000 watt WHDH has been the ma 
factor in New England radio for irn 
than a decade and the facts on the p 
ceding pages have shown the finest p 
formance in W^HDH history. 



RATING POINTS — PROJECTED TO RADIO HOMES BASED ON 1,507,000 IN WHDH AREA 
AND COST PER THOUSAND PER SPOT ANNOUNCEMENTS AS INDICATED 
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Lant >veck featured confiriiialion liearirijss for ai)iH>iiitineiitt; lo llic FCC and 
FTC, hill lliis >\ook Ciuigressional hearings fiiiaUy hcghi. 

This lias been a session which promised sweeping probes, lurt which Iras resulted in ah 
iri(»>l no Coirgre»ioiial aitivily afTccliiig tv and advertisers. 

As for llie appointments, here arc some significant sideHghts: 

Sidclighl :ft\ \ Uosel Ih llydc, nt>nnnatcd for another term as an FCC conunissioner, 
heard nothing hul good about himself, scared up no opposition whatever. Karl \\\ Kintner, 
nominated as- an F ^C coinnrissioner, had ju-^t a< eas\ a time of it. 

Sidelight ir2: Kiiilner promised the Senate Connncrcc Cornniiltec, which handled his 
nomination, to h)ok hard at a<lverlisiiig, et^peciaUy on tv. 

He was forced lo remind the Senators several times, however, thai the FTC budget is 
strictly Hmited. One such occasion was when he was ijucstioncd about the radio-tv moniloring 
unit, which another F'FC ofiicial recently lold an appropriations conrrnillee was practreaJh non- 
existent aad dependent on eomplairils from the puhHc. 

SiiUdighl Questioning of llydc, like that of Kintrier, was strictly f*)r information. 

l>oth appointments were liiglrh popular among the Senators who had just finished giving 
Adni. Strauss sueh a hard lime. 

Major news in ihe llydc ai)pearancc was ihe virtual promise made by the reappointed 
commissioner that the FCC would soon have a <lecisioii on '*(lrop-iiis." This is a plan lo 
''shoehorn" more tv stations on llie air without making sweeping changes in the wa\ channels 
are allocated. 

Hyde indicated that the FCC would come to a quick decision. Although he said nothing 
flatly, the tenor of his statement seemed to indicate that since other and permanent solutions 
to the shortage of channels would all lake many years, the FCC might look with fa\'or on the 
"drop-in" plan as a short-term, temporary solution. 



Rep. Oreii Harris (I)., Ark.), chairiuan of the House Coinuierce Coiiiiiiillce, 
moves ahead with his study of uses of the speclruiu, dspile lack of headway in 
hiring experts on the subject to work for the coniniittee. 

First move will be a general panel in which the FCC, government users of spectrum 
space, including the military, and the broadcasting irrdnslry will gi\e general \'ie\\s on the 
situation. 

This is slated to take up two days. No word \ et about where Harris will go from 
there, hr fact, the Harris rush to gel started might well be designed to take the push from 
behind resolutions calling for other studies of speetrnni n>os. The VCliite House wants a 
study by a committee to be appointed by tlv" President. Resolutions have been introduced 
for a study by a committee to be dominated by Congressional appointees. 

The matter of who appoints whom is conshleied significant. 



At the end of next week, the Senate Commerce Comnirltee finally gets into action: It 
will be considering hills to aniciul or wipe out the fiolitical eijiial time section 315 of 
the Coininunicxitions Act, in the wake of the fanions Lar Daly deci>ion. 

Broadcasters are anxious to get out from under this FCC decision, which they claim 
will cripple radio-tv news c*>\erage of political campaigns. 
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American Tobacco and Ballantine heer made regional syndication buys last 
week that involved swapping their respective affiliations with Ziv and MCA. 

Lucky Strike will switch from :MCA's Secret Agent 7 to Ziv's Lock-Up at the end of 
present contracts, ^\hile Ballantine beer will change over from Ziv's Highway Patrol to 
MCA's Shotgnii Slade in the fall. 

But the two syndication pacts invobe these entirely different strategies: 

• Lucky Strike ^ ia BBDO is bu} ing only short-term, alternate week programing, so as to 
get efficient, eas}^-to-cliange film investments. 

• Ballantine through Wm. Esty has shown a preference for long-term affiliations: the four- 
>ear link with Highway Patrol is ending only because there apparently won't be any more 
fresh production on the show. 

Incidentally, Lucky Strike is expanding its syndication coN^erage from 40 to 60 markets 
in the process of changing programs, but American Tobacco's other syndication brand, Tarey- 
ton via Lawrence C. Gnmldnner, will not change from Secret Agent 7 to Shotgun Slade. 



Advertiser demands for minute availabilities and for product protecti(m and 
exclusivity have been met by a new plan devised by WPIX, IVe^\^ York. 

Tlie station has con^^erted chain-breaks into a single minute announcement with the elimi- 
nation of all 20's, id's and promotions on Wednesday nights. 

Ad^'ertisers will get two half-s])onsorships plus one floating minute for S2,810 for a cost- 
]>er-tliousand-per-minute estimated at Si. 38. 

The new plan could easily start a trend away from straight participation buying and 
back to sponsor identification on the station syndication level. Advertisers include 
Ln\ thiongb I)d-S, P&G via Y&K, and Brislol-Myers* through DCS&S and BBDO. 



Ziv reportedly is asking a re-run [)rice almost as high as the first-run price for 
the entire four-y(*ar package of Higlnray Patrol. 

One station interested in the show pointed out that it couldn't finance a four-year pack- 
age of ir>(> cpi>odes but niight take a half-package of two years. 

/iv is in a strong selling position with llighwa)' Patrol repeats because of its rating? 
track ie(M>r<l an<l might well s(!t a new record for a re-rnii price on a made-for-syndlcation 
s(M les. 



The possibility that So^'iet zone countri(*s might become markets for U.S. film 
and tape programs ^vill take one step nearer realization next inoiitli. 

Kxhibits and denuuistrntions scheduled for Moscow on 25 July range from Anipex tape 
etjuipnicut to pr<»j:rams such as 'IVansd.ux's Felix The Cat. 

Bui there arc still serious obstacles facing I'.S. })rogranis in Lastern countries: (1) stipu- 
latitiUh s{) far liaM- been that pr*)granis should be bartered rather than sold, and (2) Soviet 
Iv pr<Hlu< I olTcred in exchange does not usually fit into U.S. programing formulas. 



(.2 
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FILM-SCOPE continued 



Syiidioators Mitli access to going anthology sc'rics are in a position to c'liiniiialc 
many lioadaclios coniuvliMl Milli iinsoltl pilots. 

CNP's two recent pilots, WarlMrtls and Oulpost in Space, failed to find a buyer and vere 
promptly put into tiie thematic anthology, Fligiit. 

These two ventures were second-generation programs on aviation subjects made without 
much risk, since Flight itself came out of a previously telecast episode on NBC 1T*s No 
X^^arniiig series. 

Boxscore on all three titles: one sold, two abandoned for the moment, and no leftover 
pilots still on the shelf. 

The use of original limbic in tv film programs is one of tin; mor<» important 
innovations in proiliietion (hiring the current season. 

Stanley Wilson, music director of Revue Productions, pointed out that 99^h of shows 
now conu'ng out of that studio have original scoring, and that many use jazz materials. 

Keep in mind that music is now an organic part of the program concept, not just the 
underlining and continuity that music was a few years ago. 

The presence of as many as l.*SO nnsohl pilot films this year may prove an 
opportunity for an ingenions tlistrilnitor who can string tlicni together in syndi- 
cation packages. 

One agency film buyer points out that most of these pilots are no better or worse in 
qnality than programs that succeeded in finiling a l)nyer. 

Three solutions could be used to cope with the problem of coordinating unrelated films: 
re-editing them around a host-personality, grou])ing shows into thematic packages (niuch the 
way feature films are sometimes packaged), or letting local sponsors use brand names in show- 
titles. 



COMMERCIALS 



More than 50 U.S. film connnereials have heen siihniitted as hopcfnls for the 
television advertising Grand Prix to l>e awarded at Cannes l)y 13 Jnne. 

Representing the United States on the 12-man international jury is John Freese, fdm 
production head for Young & Kubicam. 

Entrants for the tv award include the following: New York: Audio Productions; BBOO; 
Gene Deitch; Peter Elgar: Filmways; I{o})ert Lawrence; MPO; PintofI Production? ; Terry- 
toons; Trans film, and Young & Rubicam; Chicago; Fred Xiles; Lo^ Angeles: Stan F re- 
berg; Playiiouse Pictures, and Screen Gems. 



Commercials flashes: Fre<l Kaphael, recently JWT commercials production head, 
left Videotape Productions to join Filmways . . . Termini Vi<Ieo Tape of New York ha- 
sent its mobile recorder to Detroit to demonstrate the resources of the new equipment . . . 
Monarcli Productions of New^ York will use Ilal Roach Studios on the west coaA for pro- 
duction and sales purposes . . . Piiitoff Prodnctions has formed two subsidiaries. Wig Rec- 
ords and Farout Publishing Corp. . . . Industrial Film Producers ba> moved to larger 
facilities in New York. ... A new commercials firm, 3Ies>ages in ^lusic, has been formed 
by Ivan Ditmars and Jerry Bowne in Los Angeles. 
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Firestone may he hack on network tv this fall after all. 

i\l?C TV has heeii suggesting specials; meantime Firestone also is thinking of link- 
ing up with a regular program that vonhl <lo a straight sell— and get a rating. 



Chalk uj) as the next irritation in the realm of radio coniniercials : the squealinlj 
voices of the very yonng in dialogue passages. 

The}^ apj>ear to he the latest overexposure of a trend. 



DFS continues to he the only major agency that helieves an advertiser should 
have an e<]uity in any sIiom' that he s])onsors exclusively. 

The cartoon series General Mills will sponsor on ABC TV this fall provides — if all 
oj)tions are exereised — for the miller's eventual ownerslii]) of the works. 



The antihistamines not only liaAe been going through a drubbing in sales from Dristan 
but they're also having lahoratory trouble. 

One of the j^roducers (who spent over $5 million in advertising last year) had to double 
his field staff to replace as quickly as po-^sihle a hatch of the drug which turned 
"sour." 



Pity the poor tiniehnyer who one moment glows over the growth of simplified rale 
cards in tv and the next is j)erplexed hy the constant change in time classificationsJ 
plus the addition of package i)lans. . 

As a case in i)oint: 

Stations in two top markets have just put out new rate cards. Both have increased 
their classes from (iv<» to six. Alphabetically, they take difTcrent directions. One added 
an AAA time; the other <levis<Ml an time. 



Stran<;e as it may seem, the ])ereentage of mail that the tv networks get from 
viewers alxnit their likes or dislikes in eoninicrcials is almost negligible. 

A cheek with the networks' jirogram information department this week indicated that 
tv fans rarely eonu? through m ith a pat or a pan for the sell j)ortion of the program. 

Evidently the only connnercial in recent years that egged on a goodly unnd)er of 
\iew<*rs to take to ])eii and peneil was PieKs IJert ami Harry scries. Tlii> one created 
(jnile a bit of euthusiasm. 



The r<*p Inisiness continues to he going through one of the most active ela- 
tion-hopping ptM-iods since the advent of tv. 

Among the latest shifts in the making an* another maj(M'-sized tv group, a promi* 
nent tv station in the 31idwest, and thre^* radio stations in ui)i)er-bracket markets. 

The cbaiigrovcrs indicate no partieular pattern ; rather a combination of reasons. Thf 
influx of new inanagenuMits may be one inijiortant contributor. 
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Sjo-^eiexi . 



MERITIE COURSD'EAU VATTEN GANG . , all mean SEA WA Y. 

The Grand Opening of the St. Lawrence SEAWAY revolutionizes 
the marketing methods of the world, establishing 
DULUTH-SUPERIOR as the NEW distribution capitol 
for the 40,000,000 people in mid-America! 



K D A 



CBS • DULUThL 



ASK A V E R Y - K N O O EU 



E;"\n SI 0 1ST 



WCTV Solves 
Another Problem 

for (I (fistrirt manacior 




I)a\t^^ -al(N skipped marktMs he 




^al('s iiKiiiap^fv was a ino>l 
uiii ra>o]ial)lr man. 




|(>{* ll()>fur(l sliou'tnl him llial 
i itv c ovt ra^rt \^ not * mnjgli, 
*ai<l \llanlii i> 2\2 milo aw.iy, 
iiul .la* ksoii\ ill(^ 1^)8, sii^' 
jv>Uh\ lliat ht iiM- W ( 1 \ [o fill 




Hl.tn 1 \ \s>^nriat('i made a hip 




\ u \K\\* li.i^ fun on w ( ( k( ih1>. 

1 alhilia*«srr 

for \orlli ria. and >ni»lli i. i, 

n ' • f 



WCTV 



1 

\aiional and regwnat buys 
1 m u ork now or recently completed 




RADIO BUYS 

The Texas Co., New Vork. i> jroinpr into iiiajor nunket^^ with ?ched- 
mI(^>- fur its '1 (^\aro ]()(* (*(Mane IMu^ ira^olino. 1'he thicM^-woek >ched- 
nlt'>>tait th(vv(M ond \v(M'k in Jime. and mlimte amiounceinenl? 

(hnini; trailir hoiiis arc^ Ix-in^r ii>('d: frcqiKnicic^s depend Ujjon the 
niaikrt. 1 luHuiN (M> ai(^ Jen in} >piaf!neand Inll >antoni : tlie ageiicx 
U (Unndnjiham \ W al>h. Ine.. New ^ oi k. 

Revlon, Inc., New ^ ork. i< iintiatin^ a canipai^ii in top niarket> for 
it> Li\ iiiir ( m l. 1 h(* ^hort-lrim >rhe(hjU> >tart thi> week. Chain- 
hieak> and 1.1)/* ai(* h(Mii(! aired, w ith frecpirnrie^; \ ai \ in*r. The 
hi:\rr i> Mav\ in Kirhfirld: the a^enr\ i^ i( k \ l>e^le]\ Inc.. N.^ . 

Ford Motor Co., l)eavl»()in. Mi(h.. i> entering \arious niarkel> 
thionidiont th(» counlr\ with >rh(Mlnh'^ for it> I'ord ln>litntional ad- 
\ oiti>iji*i. The foui-week xlu'dules start the ^erond week in Jnne. 
Minute amiouneement^ duiin*: Irailie hour^ air heing u>ed; frequen- 
eie-^ depend upon tlie market. The liead l)n\ei i> l^ou Kennedy: tlie 
afiene\ i> ken\on \ l\rkhaidt. Ine.. New ^luk. 

TV BUYS 

Roma Wineries, Inc., Suhdi\. of Seh(Mde\ Industrie^. Ine.. New 
^ ork. i^ phinniujr a eampaiirn in inidwotern markets for il^ l{oina 
W ine. Tlie si\-we(^k s* heduh-^ >ta]t in mid-June. l.l)/s during! nijiht- 
time shlt^ are heinii phieed. with a male auditMu e in mind, \\era2e 
firquenrv: 10 auiiou lu omtMits per wrek in ea* h market. Th(^ hu\er 
\> liu/ \iniee: the at:enr\ is Nounan. ( raig 6i Knimneh Ine.. N. ^. 

American Chicle Co., L<uiii Ishind ("it\. N. ^^. i> phimiin*; a eaiii- 
pai<i]i in mujor markets for it> DentNiir unm. The 10-week >rhedule> 
-tart in michjune. Minute announeemrnt> dnrini: niiihttinie period- 
are IxMiii: lined up: fretpn'iirie* depend u])on the market. The huver 
is Heih Werninn: the aiiencN i- Dan* cr-l^it/uerald-Snmple. Ine.. N.^. 

The Welch Crape Juice Co., Inc., l)i\. of Vatituud (^^rape Conp- 
er;iti\e Assn.. Wostfudd, N. ^„ hminp uchlitioiud markets to sU|)- 
port the summer push for it> ^irape jiiier and \\ elehnde. 1Te .^ched- 
iile^ start l."> June for 10 we('k>. \linnte and 20-H'coiid anuounee- 
inents duriiii: (hi\ tiiut- iiiid fringe nighllinu^ pel iod* arc* heiiig slotted: 
fieipienties \;ii\ from maik(t to maiket. The hu\er i> Stnn New- 
uiaii: the ageneN i> Ki( liaid K. MaiiolT. Inr.. New ^ ork. 

W. F. Young, Inc., .^|>] ingheUl. Ma^s.. \^ kicking oiT a eiinipaigii 
in t(^|) inaik(Ms for it> \hsorhiue Jr. I he ramjmign struts the second 
week in June, runs for >i\ weeks. Minute aiinouneements (hiring 
da\time -egmcnt> ar(^ heinij u>ed ; fuMpiencies depend upon the mar- 
ket, riie Inner i> Njue\ >iuitli: the agene\ is J. Walter Thompson 
( *o.. New ^ oik. 

sl'ONsOK • () .U .Nt^ ]').V) 





there's been a 



switch 

in Portland, Oregon 



KPTV, Portland, has switched to the exciting ABC Network — 
and what a hot new circuit it is for advertisers! Now you get 
KPTV's top-rated local shows (more premium film packages than 
any other Portland station) combined with ABC's sensational 
rating story in the Oregon market* — p/us over 60,000 bonus 
homes from new cable hook-ups and translators throughout 
Oregon and S.W.Washington. Call your Katz office today! 

^Consistently hns more sho'.vs m the too Z'" than nny oi'i^r /oci?.' st^it on 
Top Network -f Top Local -f Bonus Viewers — BEST BUY 



channel 



1 



Oregon's FIRST Television Station 



Represented by the Katz Agency, inc. 



WRAP-UP 

i 

NEWS & IDEAS 
PICTURES 



CROWNING GLORY of the recent WSM-TV, Nashville, water show was "Miss Aquaqueen." 
Cindy Cogar. Doing the honors is Phil Ransopher of Tommy Bartlet Water Show. (Left to right), 
Charlie Cash, WSM-TV prom. dir. and Boyce Hawkins, WSM TV personality admire his skill 




BRAINSTORMING a la BBDO is explained by Willard Pleuthner (I), v.p. of BBDO to Tucker 
Scott and Lou Faust of John Blair & Co. prior to a luncheon meeting centering on the topic, 
'How Best to Publicize the Selling Power of Spot Radio* which was held in Blair's New York office 





AGENCIES 



Altlu>ii<:h tlu' .'^llo\^.<^ will he out 
^i<le-I)r<)(llH'<HL the r4»ter of live 
tv projrraiiiiii*: at JW'T this fall 
will he rem i ii i!j<'eii t of the 
Thoiiipsoii a«ra in radio's hev* 
(lay. 

Puttiii»r JWT ill a cla^s b\ itself '| 
will l>e the favi tliat it will have go- 
in^, all to it>elf. two one-hour week- 
1\ iegulai>. Ftud's Tv's Finest^ and 
the Perry Como Shou\ and the alter- 1 
natin^r Jack Benny and George Gobel 
half-hours. 

At it^ pioducinfr peak in the earl\ 
"4()s JWT had four one-hour shows 
ami Mncral halfdiour program;; week- 
h. 

Name ehaii*:e: \\ herr\, Baker & 
Tilden. Chicago, becomes Baken 
I'ihleii. Hol<j:ar(l Barren Jiic, 

with the withdrawal of the agencyV 
pre>ident. Larr} A. W heriy. 

New officer^: Lonis Tilden. chair 
man ; Hrucc Haker. president : Clif 
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WILD BLUE YONDER is where Mary Davi 
went to publicize three aviation shows whic 
are carried on KSTM-TV, El Paso. Mar 
flew in a FIOOF Supersabre jet at 810 mp 



ftirtl 15(>|f;artl. \.p. nixl mumIi;! direo- 
lor and Iliin\ Harder. \.|t. ainl ac- 
< (Hinl su|)ei\ 

New aililiatioii : WC-^k x Amv As- 
siK'iates. (/rand Ixajtids an<l (lliicatit). 
now cidle*! Av<*>, SIkms *Jv Kiii^, 
I nr., an afidiate. as of I J nly. of 
Jtdin W. Sliaw A(herlisin»r. Inc. 

New odirtTs : W o s I c \ \ \ <• s . t (t 
M'nior of Jolm W. Sliau; Keii- 
nedi King, of A\e>, lKH-onu'> a Sliaw 
v.p. ; A\ es hcconies pioidont and 
general manager of w itli 

Shaw, chairnian and King e\ecnli\'e 
\.|>. 

Agoiioy appoiiitmoiits: The Man- 
hattan Shirt Co,^ for its men's di- 
vision, hilling Sl.o niilhon. from 
Doner Peek, to I)ani<d (^harlos, 
where the Lad\ Nhnduittaii di\ ision 
is hou'^ed . . . ^h'Cormick C(t.V 
FlulT\ Instant Potatoe> an<l Fun In- 
stant Soft Drink, to L<Mnion X' 
Novell, which, two weeks ago. lost 
the Borden Instant Ma>hed Potatoes 
account . . . Deltex Industries new 



liijuid deierg<Mil. \d\entnre. to \lvi\ 
H. HIi.ss Co., Xew ^ork. 

Thisa 'n" <lata : (>harh's Collin^ Jr.. 
foinierl) e\eenti\ e \ .|). of \\ elcli, ('ol- 
lin^ Mirahile. Haltinioie and Janie^ 
I). Kog<'rs A----<K iate>. Haltinioie lune 
joined U* form Kogors X (loll ins. 
Inc. . . . \nnl\<M>ai\ not<'r .Mae- 
.Maniis, J<din \ A<lanis celebrating 
its 2.')tli \ ear . . . Kndo> : Kern 
'Pip^, \ .|). of McClann-Erick^on in 
I l<ni>ton. reci|ticnt <tf the \I)F T 
aw ard of the AsxxMation of IJroad- 
ca>ting lAecnti\<s <tf lexas . . . (^or- 
r<*<'tion: Knox !{<m*\c.*^. .Minneap- 
olis, is the ai>en< \ hamlling the Oen- 
*Tal Mill> |)r()motional tie-in with 
Pontiac I See W rap-l |). 23 ^hi\ ». 

On tin* p<»r><nniol front : La\s - 
r<Mico H<*r*:or and Ii<*rnar<I Ihihcr. 

new t\ \.|>/s at PniK) . . . PanI 
Moroz, to \ .|>. in charge of r<v--ear( h 
and rdu\ster LaFloeho, \'.|>. in 
charge o[ media al C. J. I^aKoche . . . 
Kflvard Haeze^sski, to \ .j). al ("un- 
nin<rhani & W alsh . . . Anno UtMiton 



and Jaincs I lohau, idet ted \ .|).'^ 
anil Dennis \^r^ ant, a--i--tant \ .|). 
at I nckt^r \\a\n<' X ( u.. \llaiita and 
New Orh-an^ . . . K<lnnni<l Ko^crr*. 
t*t head th<' lh)||\\\ood odic*^ of \. W . 
\\er \ >on> . . . <!liarle.s KKini. t<> 
t\ and radio aciount (^\e( uti\ on the 
l>ni< k account at .Mcllannd' rick'-on. 

l{<^si«:nation. (Ihri^tophcr Cross, 
from (Ire\ wher<* he wa> \.|). ami 
director of the |>ul>lic i (^lalicni^ijrij- 
niotion de|)artnient. to IxMomc |)rc^i- 
dent <d Pan-American Public Pcla- 
tion--. Ltd. 



ADVERTISERS 



^ on nii<;ht put it down to an in- 
cr<*asin*: heiit anion*; t^ stations 
low ar<l more tw^^ s<'astin^, hnt, 
anyis ay, it looks as thon*:h 
Texaco will hax* to np snhstun- 
tially its Innlget on th<*>IiC n<*ws 
strip. 

F\'en tlnmgh man\ of them ar<' 
also carr\ in": Ps>o. Shell. Sinclair. 



TRANSISTOR radio is given Gov. Ribicoff (far r) by Conn. Bdcsfrs. 
Assn. for his cooperation. |L-r): T. Eaton. WTIC; B. Barents. WKNB. 
WNBC: C. ParVer. WDRC. all HarHord; J. Deme. WINF. M'chster 





THIS IS THE LIFE for KTOP. TopeVa d.J.'s relaxing with "K-Toppers" 
who distributed 10.000 lapel buttons promoting National Radio Month. 
|L to r). d.j.'s Merle Blair. Bob Barber. Charlie Christian enjoy leisure 




UNCOMMON VALOR is show bought 
recently by Mountain Trust Banlc on 
WSLS-TV. RoanoVe. BanV's v.p.. John 
Boyle, valiantly accepts carton of C- 
Ration from Capt. Joe Thompson. At 
left Is Andy Petersen of WSLS-TV staff 



TURNING-TO for new WGAN-TV. 
Portland. Me., tv tower is Gov. Clin- 
ton A, Clauson. Tower will be world's 
tallest man-made structure. Watching 
I l-r ) : Crelghton Gatchell, v.p., Guy 
Gannet Bdcstg. Serv.; Jean Gannett 
Williams, pres. of GGBS: Gov, 
Clauson; Samuel Hendeson. GGBS v.p. 
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FILM 



etc. sponr-oHMl ne\\> |)(M"io(l>. far more 
ntniinltv-^ lluiii oxperlcd had come 
lliri»up:li whli clonrancfv for tlif 
IVxiicit >trij). 

(aiiii|>aii>ii> : 

• K<*nii<M' I*r<KliH't^ will 1)0 
^[x'lnliiiji a (]uartor of a million dol- 
lars in h for one prodnct — its new 
|jaiiitin<i iin ciiti*)!!, Froxlo-Faint^ 
I waterless. l)rii>liles*; paint r^cts for 
cliildrcu). The proihiet hr.d hetMi in- 
t rod need in te>t markets at the he- 
ginniniz of the \ear. and on tin* ha^i> 
(d lli(* tot. Kenner will lie ^^oinji all- 
ont in tlu* fall with a nati(»nal t\ 
saturation canipaign. The ^ehednle: 
■ )/> to one-mi nnte >\h)[> on chil- 
dren's programs in all major mar- 
ket^, to run late S(^ptend>er thronuh 
l)(M'end>er. Airt»nc\ : Leonard M. Si\ e 

\s>(H'iatei^. Cincinnati. 

• C^liiitcaii Martin W ine hej^an 
fhxtdiii^ the airua\e.s tliir^ w^'ckend 
witli "(»aston ' th(* I' renchnum n^ed 
in past CAI campai*»n>. Tlu^ scheduhv* 
week-end ratlio >pot saturations in 
\ew ^ork \ia W()l{, hacL'd h> XP.C 
lladio. \<:ene\ : Curtis \d\ertisini; 
Co. 



• 1 he Pa<'ifi<' ihiwaiian Prod- 
iiel^ Co. has upped lt> New luitrlaud 
advertising activ ities \ ia an expanded 
sunnner campaign o\ cr tin* ^ anket* 
liadio Network. The schedule: sp()t> 
caeli w (H'k in 10 of the new s and 
weatliercasts carried on HI >tation^. 

\fiene\ : Atherton \h)g^e Pri\ett. Los 

\n-eles. 

• Ciiioii Oil (><). will pick up th(^ 
tal). for the third straijrht \ car. «)n 
the finals of Jack Kramer's SL^.(KK) 
\la.>t(*rs l\(mn(Miohin I enni> I'our- 
nanuMit fr(un Los \np^ele.>. 1 1 June. 
\ia the CBS TV Pacific \eluork (21 
>tations in five W estern slates L I he 
oil c(unpan\ will also carr\ the three 
other ueekK tennis events precedinu 
the finaL. \ ia K WT. Los Xngeles. 
KK\in-T\. San Die^o and KH\k- 
T\. Rakersnehl. \-enc\ : FA\'RillL 

iSlrielly personnel: J. Allen 
.Mit<'liell and Ja<*l\ Skoltiik. ap- 
pointed \ < of Morse Internatioruil 
. . . John Henson. t«> assistant na- 
tional advertising nnuniper of F\C \ 
Whirlpool . . . Larry Snutli. to di- 
rector of iiie CoiisuuKM" Products Di- 
vision of llofTman ICleetronlcs Corp. 



\ nnirked upturn in film >ales 
was a{»par<Mit last \\e<*l\ as an in* 
er(*asiii«; iiniiiIxT of Iniyers set* 
tle<l on their fall program ;>lans, 

\monj: th(* shows acti\e in celling 
were the foll()win*i: 

• Ziv's Lock-Lp. now reported 
sold in o\er 100 nuirkets. including 
()() \meriean lOhaceo cities. \ >ee 
FILM-SCOPL for details.) 

. W lMX's \ew ^ork made Cold 
W ar 'Berlin Crisis, an independent 
do(nnnentar\ production, sold in 45 
markets, with .sponsors intduding 
\ (jlkswa'ien. Ford dealers. Foo^l Fair, 
and a nund>er of hanks, realtors and 
utilities. 

Sales: MC A s Paramount package to 
W'\PLT\'. Birminoham and WTFA 
T\ . Harrishurg . . . ."Screen Geni>' 
Rcsvue 8 to W%\1U:-T\ . New Vcnl. 
to Colgate. Brown and Williamson 
and Sehweppcs . . . (]NP's Danger is 
My Business to W\SB-TV. Atlanta: 
W'TVL. San l-'rancisco: Kroger on 
KS1)-TV. St. Louis: WTOC-TX. 




.-^aviirmiih; KT\ 1]. VA Dorado, \rk.; 
W LHZ-T\ . iKin-or: KKHCTN , 

\\(]K-r\. lUifTylo: KFAT. Sniila 
llarhara. and WIIVN-IA, Spiin-- 
fiHd. Mass, 

Str'u'tly |MM*s<>mn"l: Cliarlo II. 
\\';i>srnii:iii of n\'l("\isi(m (naplnc^ 
cl'Hlod president of the St'r<vMi Direr- 
tor- liitJM-iiational Ciiild . . . M!irra\ 
()k<Mi proniotivl to western nuiiia^iier 
of Traiisd^iiN . . . Krvni .Al. 

.Aliliier and KolxM t I'mwiek Inn e 
r<".)r|ianized tlieir production firm in 
Ha hi mo re as M ilner-l'onw iek. 1 iic. 
. . . Slirrloo Karisli to Hernald L. 
>(liuhert as a(U'ount e\eeiiti\e. 



NETWORKS 



y\M] TN iv- introducing' a n<Mv 
pattern ol" Iniyin*:!; in three new 
eveninjx sliows. 

\]\ ol)li<iating itself for jnst a half 
hour weekh an ad\ ert iser w ill he 
|)ri\ilejied to rotate his half hour o\tM" 
a span of three weeks anionii liivei- 
boat. Laramie and Bonanza. Tlu» net- 



work ('ali< tliis it> "new [riple-|)la\ 
for I *)")*)-(>()." 

Neluork tv >ale> lor tlie lall: 77/e 
Tin!it:^lu Zonv, new scrie- of <lra!na- 
w ftli a ranuer-t hair- fut ion theiiie 
scripted 1»\ Rod ^terlinl». to how (tn 
(:15S TV 2 Oeloher. 10- 10:30 p.m. 
for Kiniherlv-Clark ( \ C^\\ \ and 
(>t»jnM*nl l^'ned.-* (ViiKi . . . Trouhlr- 
.shcoicrs. ad\ tMitnre-drania >e r ii'--, 
-(dieduled on \IU: TV for the Kri- 
(ki\^. o-o:,'*() p.m. ^h>t next >eas<>n. 
w ith IMiilip Morris ( Hnrnetl I in 
for alternate we(^k> . . . Johnny Rin}::o 
replaee^ the eurrcMitK selieduled 
) anc\ Detrins^ci show on 1hur>da\. 
o:o()-9 p.m. hei^inniniz 1 Oeloher on 
CKS W w ith JohnsoiTs \N a\ 
(XIAU) in for alternate week^. 

Ken e\% :i I : \ ni er ira n I'o ha eeo 
(S^C6ilD, for ahernate \\eek> of M 
Sijuad. which will ni(>\ e to l"ri(la\s. 
9::i(M()p.ni. on \IUVr\ next -ea>on. 

Snninier rt»|>laeenients: 21 lleacon 
Sirrc! preniieiv 2 JuK at 9:.'^0 p.ni, 
(uer \\\C T\. for Fi.rd iJWTl. 
>tandinu in for The Ford Shou. (For 



a li>t of snnuner replact inenl-, -re 
pa;_e 1-.'^. this is-ne. \ 

'V\ pro^rannn^ note-^: I he Lan • 

hreahers. a new honi -(Mir- on \tn li- 
can criniinaU. to how on ( "1 IS 1 \ 
22 >ept<Mnher, T::^!)-!;:--!!) p.ni, . . . 
S|MU'ial not<": MU' \ew?> will pvr. 
>ent a one- ho in show on the >f. 
Ldurenee >rai{a\ 2(> .|un(\ o-*^ p. nr. 
for \.S.li. PHxhu ts (^orp. I KXl i . 

Network afrirKition>: k 1 il>. IVi-h^ 
op, (]al. and KSLM. >aleni. (he. 'm 
Ka<lio . . . W ( \^. Colnndtia. 
{".a\ce, S, C: K()S^^ 1(*\arkaMa, Trx. 
and kKIJ). HI Dorado. \rk.. to 
CHS Kadio. 

\et\M>rk rinlio hnsines.*^: For (US 

.Sl.o miHion in renewal- and 
husines^, hi*:hlit:hted with major hn\s 
l)\ (lie\rolet (C-F). Fxd.ax l\\*.^Li, 
Telle) Tea (OFAMi. and OldMnohile 
( Ih-olher \ . 

Tlnsa "n' data: The Knianiiel 
Saeks Foundation co n t r 1 h u I e d 
SloO.OOO to [he Albert Fin-tein Medi- 
cal (lenter the pr(K'etn!> of th(* 
March t\ specMal. Some oj \lanie\ 



THE TALK OF BUFFALO is WGR Radio's new fresh-air programming concept. It features the sound that's all around,., 
modem album music sptxially selected for joung adults and flexibly presented b) personalities with a sense of humor. 
Carefully mixed with frequent newscasts that travel the news faster, top sports coverage in the area, and think-programs 
to keep informed people informed^ WGR's new concept is winning bigger audiences and greater 
'.oTfitfi unity acceptance in Western New York. 

But that's not all! For grocery product advertisers, WGR Radio ofTers at no extra cost the most efTeaive polnt-of-purchase 
merclundising plan in Western New York Qualified thirteen-week advertisers get one week of preferred-position 
lisplays in Buffalo food stores, including 120 A&:P and Nu-Way super markets. 

WGR's mobde "Studio 55" broadcasts from different high-trafTic super market locations every week ... another sales extra 
when you advertise on Buffalo's first station. 

For more information about merchandising and fresh-air availabilities on WGR, at the top of the dial in Buffalo, call 
Peters, Griffin, Woodward. 



NBC • 550 KC • BUFFALO 



I'rirnds ... V coiiijKiri>()ii, !>) Mu- 
tual, of il> fn c-iiii mil e ^pon>()re(l 
iie\\ ><-a>t^ tlii> Spring on er the simi- 
lar llircc monlIi«*>- in I9."^(>, i-howed a 
3 K'^ iiUTOiisr in hnsiiie^.^ . . . CliS 
Radio president Artliiir Hull 
lla\o, named to ilu* iiewh -erealed 
l)oard of Ia\ trustee^ of Fordliani 
I ni\ er>il\ . ^ ork. 



RADIO STATIONS 



Tlu* r\pt'rttul lir*»^\ iH-lvh hetM cen 
two of ra*lu>\s hard-hitting }>ro- 



ta<j;oiiists — Joe Ctilli«j;aii aiul Goi- 
don M ('('leii (h>n — t u rii ed in to a 
love-fest at the IVliaiiii tlisk jock- 
ey convention last week. 

The meeting between tlie two was 
hilled as a dehate on tlie virtues of 
network radio \ s. indep<Mident station 
r:uIio. I>ut earli saiti It ^vouid Ite 
better to knock, instead, radio's com- 
petitors, like newspapers. out(hi(»rs. 
etc. 

Another con V(mi t ion speaker : 

"L nfortunatel} nm^ic and news has 
become the business of many ama- 



teurs." noted W \IC\ program man- 
ager William Kaland. 

His topic: 'The Pros and Cons of 
Fonuuhi Radio.'' His reph : ''Radio 
can't be fornndized so there can't be, 
aii\ >uch thing a> foinuila radio.'' 

Kaland chided the radio industry 
for lack of program managers at 
man)' independent stations, '\Music 
and news demands the creative exist- 
ence of a ])rogram manager.'' he 
asserted. 

Tlic Harteli Family Radio Group 
enters New Yi>rk via it;? pureliase. 

I this week., of Italian-independent 

I \^OV. 

fhe stati«>n Avill continue its pre?- 
' ent polic) of ser\ icing some 2-niillion 
Italians in the area. 

The ^ta^T: Mel Harteli. general man- 
ag(n' of W OKY. Milwaukee, assumes 
direction: Arnold Hartle)' remains 
program \\p. and general manager, 
and Ralph W eil bei^jnie^ sales de\ el- 
opment v.]). 

Tlu* FM Association liehl its Mul- 
tiplexing Seminar this \\eekend. 
with these to])ics under discussion: 

VCC regulations of multiplexing: 
Stereophonic broadcasts — under what 
conditions will the FCC permit them: 
future e(|nipment. and their a\'ailabil- 
itv. and a re\ iew of recent progress. 

Ith^as at work ; 

• ''W ho's laughing. ' was the re- 
I cent prcnuotion at W\MHD, Peoria. 
' The cont(*st: sounds of prominent Pe- 
I orians laughing, with clues to their 
I id(mtitic^ aired daib . and a total of 

S750 cash ])ri/es awarded, \uiuher 
(d postcards recei\ed: 1,025. 

• To encourage the warm-weather 
draining of anti-freeze from cars. 
\\Ti\S, \e\\ York ])aid five dollars 
to the first 100 p(Tsoiis delivering 
their draine«l-ont anti-freeze to sta- 
tion'^ studio^. 

• WLOIK Portland. Me. recently 
>pon>ored a Miss Greater Portland 
S(di<darsbij) Pageant. i)urchasing time 
from a tv competitor to present the 
entire pageant i\> a sinudcast with its 

j o\\ n radio facilities, 

' •KBKW. Aberdeen. Wash, has a 
Ihing n(n\scast -a pilot constanth" 
touring the city. and. at regular in- 
ler\al>. broadt^asling \ ia the local sta- 
tion from points in a lOO-niile radius. 

• Slo])ping the good drivers: 
KDKA, Pittsburgh, halted a immber 

, of careful driv(»r> on the liighwajs 



Ask Ihe tr^an '^^^^ ^^Ou^,^ 



WDBJ IS one of the 
best buys in 
television • • « 

anywhere! 




WDry-TV covers 53 coun- 
ties . . . where there are over 
400,000 television homes, 
$2 billion in retail sales. You 
can buy into this riidi market 
economically and effectively, 
for WDHJ-TV furnishes highly 
rated shows at comparatively 
low cost to you. 

For exanii)le, TOP O' THK 
AIORNMN' (music, news, 
weather, fun) most popular 
early niorninf^ viewing in the 



area, delivers viewers for only 
74 cents per i\T on a 5 Plan; 58 
cents per M on a 10 Plan.* A 
]K)werful 'Mive'' boost for your 
product ; powerful , .sales- 
producing mercband isi n g 
support provided, tool 

it will pay you to take a 
closer look at 'POP THE 
MORNIN^ and other "best 
buys" offered by WDHJ-TV. 

*o;; cpmi boicd on March, 1959 NSf 



ASK YOUR PGW COLONEL FOR CURRENT AVAILABILITIES 




Maximum Power • Maximum Height 



ROANOKE, VIRGINIA 
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o\cr the Mf-Miioriiil ue(*kni(L 
iiig tlnMii "KDK V Safe l)ri\in^ 
Xwards." The Vutoiiioltilc CAuh of 
I'itt^lmrgh r(>()[)tTiit(nl. \ ia pre>oiitiii<; 
•ioUl ijrnilioii kc\s lo the (lri\ci>. 

• KFAI5, Omaha, has a new iner- 
eluin(lisin<r j>hin — the^Sueet P IMaii/' 
(tfTeriiig ath erti>*'rs homis aiinoiinee- 
ineiits free in 16 lliiik\-l)iiik\ siip**r- 
markets (hiih. during the lenjilh of 
tlie adxertisers e*>ii tract. The an- 
nouncement.^ are \ ia a nui/ak sen iee 
operated as a di\isi<tn of the KF.\1> 
liroadcnsting Co. 

Add daffodils: \\'I)(;V, .Mimieapo- 
lis-Sl. I*aul he^ran its sunnner liine 
proni*)tioii last week — a *'Siiii l\ni 
Contest/" The hit: Lislener> are 
asked t() j)ut adhesixe ^lrij)> on their 
baek in the form of the station's eaU 
letters, and then get a sun tan. Sta- 
tion personahties will \isit beaches, 
awarding prizes to the laj)e(I-peopIe 
they sj)ot. 

Stntioii iuhtIkiscs: K\'I, Seattle, to 
the Gene Aulry interests of Cal.. Col- 
*len West r>roadeasters. for SToO.OOO 
. . . \ppro\al: The FCC okayed the 
trau^fer of lieen>ee> on two stations 
— WSAK Cincinnati and WAI.T. 
ranij)a — to ConsohMaled Sun Ua\ . 
Inc. h.r S1.9 million and S300.000 
respect i\el\ . 

iTUUi 'if diitii: W'QXK, \ew York. 

'ran page ads in \. Y. ne\vsj)apers dis- 
elo^i^g it was cutting down further on 
the nnmher *)f commercials. Stated 



the ads 



connnerciais per wre 



k 



heretofore availahle are heins wiih- 
jdrawn. I^>s than two \*Mrs ago. we 
renio\ed \l]9 commercials per week" 
. . . \\'()\\'0, Ft. Wayne, hegan all 
night operations last week. Avith a 
hu\ h\ the h>eal Ford dealer for thr**e 
and one-half hour- weeknights, and 
fi\e hours on Saturdaxs. 



TV STATIONS 



jThe IMctliiioiit Pllltli^lli1]g Com- 
paiiy hiis \\o\i full control of 
WSJS-T\\ W histoii SiileiiK N. C. 

A Los Angeles court uphehl Pied- 
mont's option lo buy the one-third 
interest hekl in the station h\ fihii 
star Mar\ Pickford Rogers and lier 
hushand. Charles Rogers. 

The core of the ca>e: The R()ger^' 
contention that the\ had heen victim- 



ized h\ a con^j)iuie\ to de(Iat(» the 
\ ahie of their st*»ek. 

I<lc:is ;it uoi'k : 

• W'JXT, Jacksonv ilh\ Ma., as a 
pari of its [>uhli<' relation> canipiiign 
now sends a letter of welcome t*> each 

re>i(lent in ih** Jarkxmville area. 

• W ith a camera foeuxcd on it> 
new studio ladar ^creell. WlA'^r, 
ranij)a. I'hi.. j)redict> that \i*'wcrs 
will he ahle to watch the weather 
i[i the making. 

• WIIC, rittslmrgli, ha> >tarted 
using new filmed. mn>ical I.D.'s. The 
purpo>e: lo j)ro\i(le llu* >lation with 
a new and di>tinetive s(tnnd image. 

Cull Idlers eluinge: KCrL-IA'. 
IIou>lon. lo KHOr.TV. 

For the record; K Itil^O-l'W Sioux 
Falls, reportedly beginning con>l ruc- 
tion on il> new >tudi<>s. had alrt^ndx 
eomj)leted them. h*>lding dedication 
>erAice> a month agix Anunig those 
present: all the Joe Flo\d >lalion ex- 
eculi\(*s from Sioux Fall> i\> well as 
Larr\ Rentson. of W LOL. Minneapo. 
lis. Toin Moe. *tf KSO. Des Moine>. 
UKMuherx of Il-R Rep^.. and ageiu \ 
pe<tj)h» from out of t(tw n. 

"^rinsa *\\ <hilii : Philadelphia drug 
fii'iu. Merck, Sharj> and Dome ( I). C, 
S^S I to jiresenl AMA aiiiinul meet- 
ing highlights, \\'\\ June \ ia four 
Fast Coa^t stations: W FIL. Philadoh 
phia; WTIG, \\'a>hington; W ()R.T\ . 
New York: W RZ-T\ . P,o>ton . . . 
KKT\\ Omaha, is loling the re- 
sponse lo its jumbo postcard sched- 
ule mailing in Page county, la. . . . 
Rusine>s note>: The Fri<MHll\ Clie\ ro- 
let Compain , Dallas, for se\ en half- 
hour shows on \VKAA-T\\ Dalla>. 
Tex. . . . The Coca-Cola Holt ling 
Comj)any of Memphi> has renewed 
Top Ten Dance Tarty on 
\ \\ Memphis, ibrougii 1%0. ^ 



COPYWRITER NEEDED 

Malt* or female 

Kxperi*Mice n*)l n*Tessar\. crea- 
li\e abilitx a must. Apjil\- only 
if \ ou d like to work for the 
zz 1 >lation in major northeast, 
the most progressive station in 
the field, with 30.000 Avatt of 
j)eople p*>wer. S*Mid >ample and 
l^roductiun taj)e to Im>x 61. 



SPONSOR ASKS 

iConfd from j)a^e ^2) 

Frank Boohm, '-p. (fimittr ^^i rr 

scarf h, Adam Younfi, ////.. \ru ) orl 
In th(* pa>t >e\(Mal Ncais. the coin- 
[)etilion between ^j)ot radi(t and n<'l- 
work ladio lia> increased gr(*atl\. 
Some lia\e criticized this * ompelition, 
tiainiing that Mutia inuriil' di>agr<M'- 
nieutj- hurl the medium, ^ucll ( ritio 
w oil Id ha \ e u> beli(»\ that net w ork 



Dispel 
idea ilia I 




spot and 
net are 
similar 



and spot are realU j)art of the ^ame 
radio faniih. We niu>l <li>j)el iIk* idea 
that >pol and network are similar, 
and furlluT. we mn^t pro\ i*le ad\er- 
tisers lo(tI> with which in apjjrai^e 
both media. \.e{ > examine both me- 
dia: 

Network radi<t i> often eousid<Ted 
a >ec<tn(lar\ or >up|)lemenlar\ medi- 
um. Il rar(M\ inake> claim> a> to >ale> 
(*flect. niaikel saturation, an*l >o 
forth. Il> (laiin^ of "pre^lig*^" are 
usually supporl(Ml l>\ j.tatcuieiil> to the 
efTecl that lutii-nelwork >lationj- are 
not properly programed. ,Maj(n cell- 
ing p<>int> of lhi> medium ^eem to be 
it> cheaj)ne^- and ea.-(» of l>u\ ing. 

On the (tlher han(L >p*)t radio al- 
low.^ a(l\erti>er- l(t select iiiarket>. -la- 
lion>. lime ji<Miod>. campaign length. 
[\\ye and number of announcenient>. 
. . . In >horl. il allow- llu* ad\ertiser 
full latitude in achi<*ving maximum 
roull piM' ad dollar expended in e\er\ 
( ampaign. 

We niu>l di\ert a(l\erti>er- from 
evaluating radio in tei ni> of what lia^ 
haj)pene(l (<» (he network medium. \\V 
must fullv aj>prai>e llieui of the new 
d\namic leadership in local radio . . . 
Ieader>hip at the station le\el . . . 
which has creat<*d a more potent pri- 
mar\ sale> mediuui. w itii a larger 
audience than e\*T. . . . 

Ill kee[)iiig w ith our continuing 
-erics of ajiprai>al> of the DMiamic 
Change in Radio.' we >hall -oon dis- 
tribute a rather complete <*\aniinatioii 
of th<* two media based on tlu^ir ef- 
fect in the toj) 60 L'. S. market-. We 
b<die\e il will (h'Ulon^trate that -pot 
i> onl\ one wa\ of caj)ilaliziug on ra- 
dio's full e^T(^cti\elle^^. ^ 
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SUNRAY 

iConf fI from pai^c l)~ \ 

lalin^ points than the ha> hccn 

juilliii*: in niarkds oui^idc llu* Suin;n 
area. 

Next >ea>()n. ^a\ ^ l)iMinl>, the iiii- 
poilaiHc of ttllin<i tli' l)\ ill 
(Tnninr^r< ial> jila((^(l in ( lose* >(V|ucmic(* 
will Ix- <\(Mi *!r(Ml(M'. ll> <'(»[))• j)lat- 
forni will iK^come fiirllicr coinplicat***! 
1)\ addition of lloroii lo its motor oil. 

S<MMn<i, a iia.-t)line (•oniiner<*ial in 
pi'oximilN to an oil cominercial. 
sa\ ^ l)eniii>. will li<dp o>lal)lish llio 
dilTtM viu'o l)cl\vc<Mi the l\\ o I Horoii 
lia> a (l(M(MjiciU action in iii(>lt)i oil: 
in <i:a>olin<* it acliialh chaiifio the 
rnolcculai- .^li in-tni c ) . 

The uvw canijjai^'ii betrins the >cr- 
ond week in Soj^teniher. Meanwhile, 
suiinncr \\ill he n>c<l lo s(n the .^lauo: 

II. SiEiiiiiuT radio 

formally. Munnicr radio k<*cp> the 
tv inij)r(»s>ion ^oinpj. Inil this smniniM' 
it will also la\ lln^ jnouiidwork for 
the fnll-scaic Horon motor oil iiilro- 
<lnction ill the fall. 

The siiiuniei' (•amj)ai<»n gets under- 
way 13 JuiK-. In all. ].\).\ 
will he 11 ^ed in 6«> iiiarkels -ahoii* 
etpialh fli\i<le(l hetwcen ga>olln<* and 
motor oil. 

Malion> are l)ou<^ht on a\ailahili- 
tie^ in liin<*> when ther<* will he lunix y 
sinnmer <lri\ing. lliis nienii> heav} 
w c.ekend ronreiit rations and soni'* 
fuelling lime. 

HI. Farm riidio 

In Jaiinarx. lU.")". Siinrn\ inan^ii- 
raled a farnr "lulwork*^ lo helj) dis- 
trihiitors jiel dir<M ll\ lo the rural p<)p- 
ulalion. especiall} lar^<* n><*rs of <lie- 
^el motor fuel aiul liilnieanl>. 

I iider ill*' din-elioii of ad\erlising 
sup<'r\ isor l{o \ \1 id<lleton. I he plan 
ealU foi three fn (*-mriuih* program^ 
per week on 27 stations. 

I''r<'e -;ei ij)t>. l)ookI<*t> ami fnrllnM' 
infornialitni are olfered fariiKMs upon 
re<pn*>i. W ilhiii a week. lh(* writer of 
the letter r(eei\e> a rail from a 1)\ 
farm '*ser\ i< eman. who explains h<* 
ha> heard ahoul the re(pi(\^l an<l asks 
if he (Mil he of fnilli**! a^si^tane<\ 1 le 
also ,i>ks foi' an order. 

l)or> the plan pa\ oil'.'" 0\cr- ")lt.. 
000 1 lit rs lia\e heeii re"(M\(Ml lo dat*' 
and. aetoidini-* lo \1 iddI<*loii. (IT.")'/ 
of all fai iiiei ^ called upon h) l)\ 
a;renl^ houiilil ^onie 1)\ pro<lnet as a 
le-nll. 



Sunra\ ^p<*ud> ahoui Si 00.000 on 
it> farm ra<lio. selects il> >lation> on 
tlu* hasis of their iunu<Mie<» with th<* 
ruial commmiih an<l degrtv of mer- 
cluin<Ii>in<: cofiperalion lhe\ will *ii\(\ 

!V. (]<>-<>i) railio 

l*re^<*nll \ . ahoul 10 stations ar<* 
running ^J)eciaI spots co-ojxmI h\ Sun- 
rax with itv distril)ulor>. Hetpiests 
for c(»-op \\v\p are appro\ ed h) ad 
>up<*r\isor Uo\ Middleton. Spot> are 
localh placed h\ the dislrihutor> and 
Sunra} s ad\ertisiiig d(*partmeut. As 
man) as 60 >talions ha\e heen used at 
one time for as main co-op cam- 
j)aigns. Dmatiou of lhe>e camj)aigns 
<lepends on lh<* job to be done. 

V. ^^I'asSv Force"' ra<Ho 

Sometimes lln^ jol> i.s loo big to b<* 
done 1)\ eo-oj) mone\ alone. V par- 
titnlarh acut<* competitive problem 
or a sj)eeial camj)aign will call for 
Sunra\ l(» dip into a S^oO.OOO sj)ecial 
fun<l for .-petial campaigns. 

Mone\ for <l()ing special jobs with 
ladio com*' from this fund. In niaii) 
markets. "Itoroii 1 )a\ s ( three da \ - 
promotions i dij) into the '*ta^^k forc(*" 
pot for saturation radio eani|)aigiis. 

L(Mgh MeCaslin eliarar^terizes Smi- 
da\*s radio and iv as "the most im- 
portant thing we*r<* doing from a re- 
tail and distribution staiid]>oiut. ' 

flas Suurn} ^ ad\'erti>iiig strat(*g\ 
increas<*<l its sal<*>? Aecoi ding to 
pn\si<lent K. \V. McDowell, it has. 
**()ur adv(M'tisiug approach." he sa\s. 
^*bas IxMMi n<nirl\ as inij)orlaut as 
lloi'oii ils<*lf. 

1)\ premium ga>oline saUv showed 
an V).]' < incrt^ax* in the first two 
nionllis of this \ear o\(M- the same pe- 
riod last \ear. Ibis, against a 2. 1 
indnstr\ increase, and .'.V < in lh<* \)\ 
area. 1 otal ga>olin<* sales wer<* np 
1.0' ( in tin* >i\mv p<'riod. 1)\ was up 

Simi'a\ gi\es uo adxeitising >uj)- 
poit to its regular gas. Il*^ interest- 
ing to note that while the premium 
ral io < haiige I amount of premiuin 
gas' sold to legidnr) <bvM<*a>ed for the 
induslr\ .3' i and in the l)\ ar(\i 
.O'r. 1)\ iiM-lf showed a .'V f rise. 

1)\ Simra\ Oil Co. i^ the market- 
ing, and Irausporlalion arm of Sun- 
rax Mi<I-Contiueiit Oil Co.. S:?7*.000.- 
000 firm leporte*! to be the 1 >lli larg- 
(^^1 oil eompam in the world. Ln^l 
\ear. 1)\ Snnrav's total piodiict sales 
w.Mc 1.620.02 1. ."Sol gallons, of \\Iii<'li 
^K)7}, 10().;)70 c-allons u ( re ga>olir:e. ^ 



TV COMMERCIAL 

iCorU'd from pa fie 12 ► 

of radio an<l t\ for Kurluer. .«u-pecls 
thi.t "tlients tir<* of conim''rcial> 
so(ur<*r than potential customers, and 
a>V for >omelhini; new or fresh." 

The S( hwerin K(*search Corp. eon- 
curs with this. In a report on eom- 
niercial lif(* expectaue\ . it stated a 
"jM)int that aj)j)roacbes the statuie of 
a O^uism: nnin an ad\ertiser under 
estimates the immh(M- of lil^e^ he can 
profital)l\ j)resenl a commercial. 
\lodestlv enough, he e\ idenlh tire^ 
of the current f)flerimr before it 
ceases to infhiene** the public.'' 

Schwerin. after main tests of rela- 
tl \ e <'ommercial elTeeli\ (;n(*s^. come? 
up with tiles'* ch*ck])oints for agen- 
cies and client>: 

•If) onr commercial isii t eflec- 
ti\e to begin with, repeated exposur^^s 
will mean little in elTecli\ <^iiess. 

• The cli(Mit who uses a rouinier- 
cial or oiu^txpe of commercial a great 
<h*al should check on its efTecti\ ene=s 
p<*riodicalI\'. 

• Commercials of eiual initial 
elT(Hli\ eiiess don't iKTCssariU wear 
out at the .same rate although they 
tciul lo do so if |be\ are of l^:e ^anie 
t\ pe or tr(\ilment. 

• V well-liked commercial of the 
sair<* t\j>;^ usualK endures better than 
a disliked one ll)ut a well-liked one i< 
not ueeessarih effective) . 

• ^ ou <*an gel moi e mileage from 
a caiii])aigii b\ introducing slighi 
\arialitnis in the ba^ie couinie'cial 
ratluM" than continuing the same, 
complelelv un\ ar\ ing tieatirent. 

Mail) factors enter into the decision 
to pull a coimiuM-cial ami change I't 
a new one. Obsolescence — the fad 
thai the couiui<*rcial has onl-la\eH 
its w<*lcome with listeners and \iewei- 

i> oin* major reason for change. 
Ihit ibert* nvv others: the campaign 
(d)j<H*li\e has been l ealized : the prod- 
net is (dianged: the roiupelitien 
>wil( hes s|ralcg\ : the sales plan d**- 
\ (dops new tactics. 

Vll the-e \ ai iabh's make it inr 
pos>lbl<» to retluc*' tb<* jirobbMii of re- 
use to a firm formula. Bnl agenc\ 
people still think. <le>pile the nnpre 
di( tabililx of commei cial life, tliat 
llie\'rt* ill a betl<*r iM)>itiou to <alltli' 
turn on tin* ( iilolT point in t\ a"^ 
radio than in otlnM' nie<lia. f^"* 
ag<Mi( \ \.p.. asking a car caid lejirc- 
sent at i\ e w hat maxinimii ex()osin< 
should be. got the aiisw<M- "I snalh 
ue switch e\ ei \ two months. ^ 
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TEINTH AINNIVhKbAKY 
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RIGHT TO THIS MOMENT, 



A DECADE OF SERVICE: 



FROM 1949 WHEN KFMB-TV WAS SAN DIEGO'S ONLY TELEVISION STATION 



CIANNEL 8 IS STILL FIRST, IN RATINGS AND IMPORTANCE. 



AMERICAN AIRLINES 

iCont'd from page 33 I 
inaii\ ini^olirilod nitMilion*^ of ihc 
i<\\o\\ wcic obtained. I ?ikiI1\". it took 
lilt' fiMiii of a "lli;iiik> for }our fine 
radio jn ()<:riini.'* \l llie end of 19o3. 
\nieriean luid ree<Mved 2..')(M) unt^o- 
liriled letters laudinu the program. 

\t the end of the first three \ears. 
Smith de<*i(h'(l to extend (lie show to 
oth(^r ar(\i>. lnde|)endeiit> in Detroit 
(WWJL DaHas (KlUJ)i and Cinein- 
iiati iWLI^) \\ere a(hh'd. Sliow 
len<j;th> uere int reased in eaeli market 
h\ a half honr, so that the\ ran from 
1 1 :'M) j).m. to 3:30 a,m. 

In 1937, a sjxM'ial l'nl>c sur\-e\ 
sli(»\\ed Smith that the sjteeifie audi- 
ence lie \va> aft(M' was growing, wliih^ 
total audience re\ ealed a ^ligll^ dro]), 

(".overin;: a fivt^-niarket area (see 
])o\ page 33), tlie I'nise breakdown 
showed that 32. 2\ of the andience 
was in the e\ecuti\e. professional and 
*^ale> categur\ . I his eomj)are(l to 
the 2(i.*)^ , figure of two )ears hefore. 
I*iojcction^ fiom tlu^ l'ul>e >tn(Iy al>o 
slutweil that the nine broadcasts 
reached an a\eragc weekly audience 
of 3,973.739. Cost-per-l .OOO-per-eoni- 
merciahniiniitcdieard : 3(ic. 

The sur\ e\ also >h(»w txl a 3<»'^r 
male audience. 

Cd(*arl\. Music ^Til Dawn is doing 
the job \nierican \irline>' C. W. 
Smith ent out for it six years ago. 
lit* j)oints out that \{> inij:>ortance to 
\A is especially heightened now" with 
tlu^ (Miiphasis on jet flights for hnsi- 
ne^^ lrip>. 

Hoth airlines arc u>ing liea\ > s])ot 
radio campaigns in market^ where 
jet flight^ lune been establi^luMl. 
\nierican featnie> (>(* and 2l)-second 
sj)ots recorded b\ Hob ( A)n>idine. 
\d(litional >j)ots were ent b\ (.onsi- 
dine esj)eciall\ for l/w.s/c 'Til Danri. 
Explains A \ advertising director 
fohn IJrad). '''Fhose differ- from the 
standard >pot^ in that tlie\ do a low 
ke\-. soft s(^ll institutional I lic\ 

are pegged to general fact- about air- 
craft bi>tor\ and dc\ elopment ■ — 
Kitt\ Hawk to jets." Tlu" htcal host. 
]>rad\ exj>lain>. goes into >rliednle 
iiid ( (»n\ en i(^nce fa< tois. 

Smith feels ln' U forlunat(* in hav- 
ing a tailored -made \ chicle in ke\ 
areas for selling jet lliglits. The 
lira\ \ u-o 1)\ the compet it ion of class- 
ical nnisic >tati(Mi^ in ^pot saturation 
is furthrr proof that Smith had the 
right id(*a. ^ 



JAPAN TV 

\ Cont'd from papn' 39) 
some exceptions, tlu^ Tokyo stations 
engage in a full language dubbing 
jtrocess. To an \nicricau it is star- 
tling to hear popular tv cluiracter> 
sj)eaking llu(^nt Jaj)anese. Lassie and 
Kin Tin Tin. as t\ j)ersonalities. have 
no difiicult) with the language bar- 

Voice dubbing is an cxj)ensi\e part 
of Japan tv. It begins with the trans- 
lators wlio carefully con\(Mt the 
American sjx^ecli to th(^ Japanese 
e(jui \ al(Mit. A cast of actors learn 
an<l rehears*^ the lines and parts. The 
fnial result \> a full and synehroniz(Ml 
Jaj)anes(^ sound tract j)roduc(xI. by 
the cast, before a battery of studio 
monitors. I he stations do their own 
dubbing and (*acli has a sj)ecial stu- 
dio for the process. 

The majority of Jaj>an tv is li\T. 
l*ciTectlon and detail arc the common 
nttributes. 

Three cameras are tlu* normal 
working >tandar(l for studio j)roduc- 
tion with foui to five cameras us(m1 
on more elaborate programs. Props 
and scenery are tailor-made for the 
indi\ idual shou. or scri(\s. All classi- 
cal Jaj)anese plays must liavc^ scen- 
(M) which is constructfMl and painted 
in niicroscopi( detail. Dry-run and 
"on camera'' lehearsals are Cfuidnct- 
ed \irtually without regard for time 
and manpower. 

The finished product of live j)r()- 
tluction is consistently excellent 
whether it be a dramatic program, an 
inttMview or panel discussion or a 
regularly scheduled n(»w.s(-ast. 1 was 
iepcat(Hlly ama/ed at tlit^ man-hours 
and (^Tort iis(xl In j)lanniiig. ndiears- 
ing and producing Japan t\ li\e j)ro- 
grains. 

Jaj)an is. today, a highly pr(>gr(\^- 
si\(' nation. I nemj)loym(^nt is low; 
j)roduction is high. Kctmomic com- 
petition is wid(\*-pread. Private cn- 
tcrpiis(^ llourish(^s. In this present- 
day world of political conllict. Japan 
is a >troug ally of the I nited States 
and a staunch bidwark against Com- 
munism. 

Advertising, per sc. is an important 
inainsj)ring to the Jaj)an(*s(* doni(*stic 
economy. \.s of 193;i. I ()().30().()00.. 
()(M) yen ( >i2*r).n33.()00) was spent in 
all media acbtutising. Total adver- 
tising amounted to 1 .iV ^ of Jajjan'^ 
aggregate national income. 

So strong and substantial has bc(Mi 



the growth of Japan advertising that 
J. Waller Tlionijison has recently 
added a television division to its 
Toky o office. 

Since its inception. August 1953. tv 
has had a substantial expansion both 
in advertising expenditure and in 
public impact. Television is. today, 
one of Japan's striuig growth indus- 
tries and. on tlie basis of recorded 
experience, will undoubtedly double 
its re\enne within tlu^ next five years. 

Commercial radio is the second 
most important advertising medium, 
accounting for 1 1.7^,7 of the adver- 
tising j>ie. Newspaj^ers are the strong 
Vo. 1 medium with nearly 50*1 
( 19.3' ; ) of the nation's over-all 1958 
advertising outlay. Tv. since 1953. 
has made inroads on all other me- 
dia, especially newspaper and radio. 
At the rate of its exj)ansion and 
growth, tv will likely absorb I87r- 
20^, of the nation's ad\ertisiug with- 
in another five- to seven-year j)eriod. 

Tv i.s big business in Japan. The 
industry employs a total of 13.JJ00 
persons, exclusive of talent. Tv set 
recei\ers are currently at the 2,000.- 
000 lc\el but increasing steadily. In 
1958. the growth was nearly 40'^ 
o\tM' 1957. Within fi\e years, Japan 
will likely have at least 5,000.000 re- 
ceivers, ]]\ conij)arison. there were 
11.730.000 radio .^cts, as of January 
1959 hitest data. Radio set count 
now c(pials 82*^^ of total homes. 

Television has bcc(nne an accepted 
niedinm of ad\ertising by a wide 
eross-s(vtion of Japanese busino^s. 

Japanese users of t\ follow tyj)ical 
patteins. known to \nieiican a<lver- 
tisers and tv oj)erators, including pro- 
gram sj>oiisorsliij). sj)ot and I.I). 
scIumIuIcs ac(M)rding to the needs of 
the adv(Mtiser. Apj)roxiinat("ly 65*"^ 
of all j)rogranis arc sponsored In in- 
di\idual comj)anies or on a partici- 
pating basis. The average jjcr sta- 
tion broadcast day is about 10 hours. 
Class \ and H lime is virtually sold 
out and sj)ons<ued. As is true in the 
United States, the '^sustaining'' pro- 
grams (about 33*^ r of the total) are 
primarily in Class C or I) time seg- 
ments. 

Jaj>airs tv oflicials are as un<lccidcd 
about color tv as arc Anieri<'au tele- 
caslers, \T^^ the pioncei l\ station, 
has been <'ondncting e\j)erini(Mital 
color t(d(X-asting regularly since last 
y c;ir. KRT ( Ha<liu Tokyo) started 
{I*lrasr turn to pagt* 78 > 



SP(>\st)it • 6 .tr\K 19.59 




Each year, 600,000 barrels of golden Budweiser 
beer will flow from this magnificent new 
$20,000,000 Budweiser plant in Tampa 1 

Adjoining the Anheuser-Busch brewery is the 
fabulous 15-acre Busch Gardens, This civic 
attraction includes tropical lagoons. Hospitality 
House with its 7-pointed **floating'* roof, an 
amphitheater overlooking a vast rare-bird area, 
and enchanting Dwarf Village. 

Anheuser-Busch now joins dozens of other 

station on the move.,, 

ST. PETERSBURG 
Channel 13 



THE WKY TELEVISION SYSTEM. INC. 

WKY-TV Oklahoma City WKY-RADiO Oklahoma City WSFA-TV Montgomery Represented by ihc Katz Af^rnry 

\ 
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industrial giants who have recently made their 
move to the MAHKKT ON THK MOVE . . . 
TAMPA-ST. PF/rKHSBURO . . . now 26th in 
retail sales, 26th in automotive sales. 27th in 
drug sales! 

Go after this golden market with theSTATION- 
ON-THE-MOVK WTVT first in total share 
of audience* with 38 of the top 50 programsl 
WTVT, with highest-rated CHS and local shows, 
blankets and penetrates the MAKKKT-ON- 
THK-MOVK . . .TAMPA-ST. PKTKKSBUKCJ. 



WTVT 



TAMPA 



JAPAN TV 

Cont'd jiom pai^c Tf) t 

liinilc 1 t'xpci iniciiliil roloi Irl"- 
(•a^l^ in Mai'('li (»f llii^ \ ctir. Fiij i 
1 ( (^o. and i\I'7l nrc sk(*[)tical 

fui tliv- time hcirifi. 

\ T\ i^ ( iin \ iii^ii "tilt* (olor 
nci for Ja[nni tclrn i-^ioii. f r(»ni ptT- 
^oiuil >tu(li() all iidaru'c. I can rca«lil\ 
eidiiiit tlial \T\ prodnctv a fine qLial- 
il\ ('o!( i lr!c -a.-^t in ils lo-rnin. daih 
projiiain. On iIk* lja>i> of ronfM- 
t'lK willi (»Ti(ials of idl iIk* Tokvo 
l\ stations a!id scxcral from t)thcr 
<-iti('s. I fame a\va\ witli the clear ini- 
pr(>^i )ii dial I lie iircal niajoril\ <A 
lln* iialionV l\ operators are perfeetl\ 
willin^r to lra\e palience and wail out 
the pttt(»ntial nf eoh»r l\ deveh»p- 
inentiJ. 

Tetdmieal and pro(hietion (Hiui^^- 
inenl in th(* 1'ok>(» t\ >lalions \> e\- 
relleiit -and al)un(hint. Kaeli >tatW)ii 
ha^ two Vnipex \ ideoUipe i-eet»rder>. 
<lther eiiuipiiient is almost (Mitirel\ 
iiiaiujfaetured in japan and is of tli- 
lii^irh(vl t|ualil\. For (M)h)r. W \ use; 
U(' A eanu'ras. A few other KC \ and 
OK units are ft)Uiid in \ arion^ sta- 
tions. ()\ er-all etpiipmeiil, lijilitiu^^ 
and [>rodnetion faeilili(\^ are mi perl) 
and ( onipaie fa\'oral)l\ with the hest 
etpjjpped stations- in the Iniltd 
>tates, \11 th(" Iv i»niidin;is lia\e spa- 
rions studios, excellent lii:htin^^ su- 
[K'rh dics'-ini; rooms. ieh(»iirsal rooms, 
moi e tluin ample prop spiie(* and eom- 
pleteK ^'ii()ii-ei-o\\ ded" etnilrol, leh^- 
eine and engineering areas. Fnji 
Teh*\i<i(>n (!o. i ( Junniel [\\ uiid Nij)- 
p<ni l'>(hieuti()nal lA'^ I a eoimnei cial 
I nmj);iii\ ) ha\e two of the finest tv 
huihliniis 1 ha\*e cwv \ isited. 

lladio tiiid t\ exernitives of Jupaii 
ai e alert. i>roiii (*^si \ e hi oadea"-ter^. 
1 lie\ jHtsM'ss a keen s( iis(» of prt>j:rcini 
-er \iee to the pahlic. The) are hi^li- 
1\ eonmiei'eiid aiul slionizl\ eoni[>eti- 
ti \ <*. I hv\ are pi'o\ idi ng I lie andi- 
eiKc with a \\id(» \aii(i\ of [>r(>i*r;ini 
J[)peal. 1 h( \ ai'e speeialisK in f atei'- 
ini: t(t the ad\erlisin<; need-- of jiip- 
ane^e husine-^. 

W in Jaj):)!! is ah-ead\ hii: and ^ne- 
('-.-^fid. h \\i\> h'arned the teelinitjue 
■ I elTe li\e lelecastinir. from VnrMi- 
• ;ui and lAiiopriin exi)eiien(e. and 
h;N skillfulU iidai)trd tli(» i>io<ess to 
-ri \ ice foi the .hi[):nie^e [>nhlie and 
I h ■ |a[>am*"-'' romni* trial ad\ ei I isei . 



JAPANESE MEDIA iN 1958 



Teh'i iMon 

Othcr.s. iuclivliui!: Outdoor. 
Radio. Direct Mail, rtr, 

kxpoit 
Total 



Advc'tismg expenditures <yent 

52,500,000,000 
5,500,000,000 
10,500,000,000 
15,703,000,000 

21,003,000,000 
1 ,300,000,000 
106,500,000,000 



"o of lotal 



49.3°, 



5.2°o 
9.9\ 

14.7°o 

19.7°o 
1.2% 
100.0°o 



Ni,t* i niiii«rf.(ni 1)1 iut liJ III l:i.'>^ oitr li'>7 slKm? tv up . lu j viiain-i'^. up ; 

latlio lip aljfml 1' ' . inayaziiu-^. up ni' 



JAPANESE TV IN 1958 



Typt ot mdubtry 


1958 tv advertising 
cxpendilure ( yen ) 
tCOO.OOO omitted ) 


% of 
total 


)95S compared 
with 19S7 




1.651 


15.7 


+ 55^r 


(Utsinftic.s X- T(*iirtrirs 


1.034 


9.8 




Ftnnl Sr i$errrafirs 


1.958 


18.6" 






498 


4.7 


-f 33^< 


Macli, — !/*/>/. — / ttstr. 


3.238 


30.8 


-r68^r 


Tr.xtilvs 


754 


7.2 




Dopurtiiiout Stnrvs 


318 


3.1 




Traiispttrtotioit 


2:4 


2.3 




Misrolluiiroiis X- .^iittdry 


815 


7.3 




Total 


10.510 


100.0 


71^f 



S inr pf 'v'i \ilv it'vhi.' \('- ' ■ V. 



sl»OXS(>U 



IN INLAND CALIFORNIA (and western nevada) 



BEELINE 



® 



RAOlO 




/ 



KOH, 

\ 

KBEE O MODESTO 



KMJ O FRESNO 



\ 




Riches come from the earth of Kern County all around 
Bakersfield, home of McClatchy's KERN. Kern County 
is California's leading oil producer, yielding $280,324,000 
worth of crude in 1957. (Bureau of Mines, California) 
In addition, farm products sold in Kern County in 1957 
totaled $237,990,000, making this vigorous county second 
in the United States. (Sales Management's 1957 Copy- 
righted Survey) 

Make your mark in Kern County and throughout the 
happy-spending Beeline market by telling your story on 
McClatchy stations. As a unit purchase, Beeline stations 
give you more listeners than any combination of com- 
petitors ... at the lowest cost per thousand ... by far. 
(Nielsen & SR&D) 



/UicCAodbcJUAj l^ficadcMt^^ C^ntcfjoA^ 

SACRAMENTO, CALIFORNIA 
PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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fUhing HKiKMnih ffiver in Oregon . 




Nearly of Oregon's 
buying families watch 

KVAL-TV 

KPIC'TV 



The only clear-picture in the 
Eugene - Springfield - Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingbery man 
or Art Moore and Associates 
(Portland-Seattle) covers both 
stations. 



KVAL-TV Eugene 
NBC Affiliate Channel 



KPIC-TV Roseburg 

Sotellite 



Channel 4 



w 


is the 
' most « 
effective 
sales force 
in the 


u 


CHICAGO 


P 


NEGRO 


A 


MARKET 

with 

Chicago's Greatest 
Air Salesman 


1490 kc. 1 
102.7 mc. 

roprcsrritecl 
by 

Bernard 1 
Howard & Co., I 


BIG 

^ f^l BILL 
HILL 


Inc. 





Tv 
NEW 



lAKERS 




Russell A. MacDonnell joined Benton & 
Bowlfs Ja>t week a \ .]). and nianajiemenl 
MipeiA isoi*. For llie ])a^l three xears he 
\va> a \ .|). with \\ arw irk l^e<;ler. headin<r 
several accounts. Pritir to that. MacDon- 
nell was \ .]). in ehar*£e of sales and ad\er- 
ti>in^ for (fro\<^ Lahs. in St. Louis, where 
he supeiA'ised over-all niarketin<r operations 
of (jro\e and Fitch jiroducls in the I .S.. 
( anada and all foreign countries. He be^Mn his career with Vick. 
working U]» to \ .]). and general manager of \ ick's S(jfskin Co. 



Theodore Braude has heen aj)])oiiited ad- 
vertising manager of Lanolin IMus. At 3o 
he comes lo the cosmetic coni]ian\ w ith 
^om** 22 \ears exi)erience in the field. Pre- 
\ioUsl\. Braude wa> an account ex{M-uti\e 
with J()se])h Kat/ \geiic\. I*ri4)r lo that, he 
wa> ad\ertising and sale> ju'omotion man- 
ager for Hazel Bishoji. Braude atttMidetl 
New ^ ork L ni\ ('rsit\. ("olumhia and the I . 
of liuhana. I jion gra(hiali(ni he j<)in<*d LawrcMice Gumhinner 
and aft(M* three \ car^ went to Max Factor and thence to 




agency. 
He\lon. 




Same ownership as WDIA— Memphis 



Vincent C. Piano join^ Peters. Griffin. 
Woodward a^ direct<n' of radio promotion 
and i{*search. He couu*> from I h(* Meeker 
("o.. where, for the ])a>t >i\ \ears. h<* was 
director of >ales (le\ cloi)nienl and ])r(nno- 
[ion. i'roni 19It>-193S. he \\a^ promotion 
ninnaLicr of W SB. \tlantn. A native of 
Somer\ille. Ma».. Piano was gradUiited 
from Syracuse L . and rccci\etl a Mii>ter of 
\rts in ad\(Mtising from Gohjnd»ia rni\er>it\. During \\'.\\\ H he 
>er\cd with the Arni\ Kngin<H'r Gorps and Military Intelligence. 

Richard S. Calender ha> hron ;ipi)t>int(Hl 
-ales maiiag(T of ("rowell-(>()llier s KFW B 
I fornicrh KL\t. >an Francisco-Oakhmd. 
Me was nio^t reccnlK gein^ral manager of 
KLIO. Portland. ()r<\ Pr(n ion^K he was in 
national ^alcs with \\)C S])(>t Sahv. Fmni 
l*)3.")-.">7, (^dendcr wa> at k\IU^. ."^an Fraii- 
( i^C(». in the local sah*^ d(^])a i tn <Mit. Me 
alx) s])cnt tin e(^ \ ear> on tlu^ >i\\o> staiT 
at K.IBS I>roadca^t(U>. San Franci>co. Ih* attended Mc^nlo Junior 
(^)lleg(* and the I . ()f (\iliforniii. i^ niarricvl and has two children. 





IN USE 18 JULV 



AD DEADLINE 22 JUNE 



Radio's tremendous gains 

In our \9\h !k Ma(liM)n coliiinn in tlii-« \>^uc ( pu^c 2() ) wo 
iw'c prinlinii Iell(M*s from ihioc repre-cntalivt' radio ^Uilion 
ni<Mu aM>\\rrinti our rec(Mil (^lilorial on "Kadio'^ Local My>- 

\l tliat time \\c asked "Why do >oiiie .stations n^port ^ul)- 
slanlial <»ain> in hu^nl l)u-inrs>. and lc>scr <;ain- in national? 
*'\\ lial are [ho fact-y'' 

\> you will >(M» from the sample of answers prinltvl in llii-« 
i^sn(\ a ^nhstanlial nurnhor of Malions nvc saying that their 
radio l)Usin(*--« is good in hotli eat(*gori(*s, though the edge ir- 
"-lill in lavor ol h)eal aeeounts. 

Hnt what has inipressnl ns mo^l. in ree(Mit talks with radio 
UKMi. \^ [he eh.nir evidence of the griMlly ineri^ased local 
-latnre which radio is assuming in ahno-t e\ery nuirk(*l. 

Sonn thing \<My nmcli like a *"sih*nt rexolnlion" in local 
conunuui eat ions has hcon taking place in \m(M*ica. Nmvs- 
papers. onc(* the slrongholds of connnunil\ n(*w>. opinion, 
and s(M*\ ic<* to the eonnnnnilx . no longer hold the pctsition ih ^\ 
l(>rm(n*l\ did. Radio, as a social and (M'onomic force has hetm 
making IrcnnMidon^ gains on tin* local l(*\el. \nd slrangeU 
(Miongli. the [\v\\^ of these gains has not \ et r(*c(M\ed th(» att(Mi- 
lion it d(*-(M'\ e>. 

W <Mloid)t. lor in"-lane(\ whclluM'the a\erag(* ag<Mic\ accou)it 
man or adverli^ing manager fulh urnhMslands the -hilling 
pall(Mn ol radio's locali/<Ml iniportanc(\ 

'1 her(^*s nuicli more to it than Mi(M(d\ ratings. eo\(M'ag(* and 
costs. \\ hal has Ix^en happening i> that a nnHiinni of com- 
nnmication. once known primarily lor tin* national entertain- 
merrl il pro\ ided. has. w ilhin tin* pa^t 1 () yea rs IxM-omc solidlx 
(Milrenched a- the most \ital connnunily inllnenc(* in nearl\ 
ever\ mark(*t in the country. 

riii- iv an (weiliug stor\. a slor\ that challcng(\-« many old 
marketing eonc(*i)l^, and ad\erlising patttnns. 

It i- a stor\ which sim»\s()U, in tin* coming months, will Ix* 
reporting in all its la-cinaliag details. 

THIS WE FIGHT FOR: / /////. fair and ar- 
niratr count of radio li.\ton{!rii. It r arc jar 
frotn l)cinii convinced that r<jdjo\s indioinc and 
o!ft-i)l'honrc audiences arc hciuia properly re- 
pott d h) our present {ad to research methods. 





lO-SECOND SPOTS 

British cousins: From the \. }. 
Times U)\ DON. .Ma> lo \ Reuters i 
'* \"-k Moniiin to ltn\ and ""^ \sk 
Dvidd} tt» gel * coiiin^ercials ha\ e heen 
haniie<l from nrili"-h lel<M i->ion. Spoil- 
sporfs! 

Younger generation: Ki^cenlh a 
"s\Ncei wmiig thing" at V\ KCV-T\ . 
\ l>C-u\\ ned .-tation in PhilatK^lphia. 
\N a^ assigned to w rite an on-lhe-air 
sj>(>l promoting a Hcla Lugosi horror 
mo\ ic. Her cop} hegan: *'l^()\ely Bela 
Lngf)si ^lars in 'Hride of TIk* Mou- 
nter:* . . 

Sniping: From a Michigan ne\\s- 
pap(*r item ahout V\ Jl\-T\'. Flint, pro- 
graming 

" \ group of l9o4-5o relapse 
nu)\ ie> lia\ e heeii secured for show- 
ing during the summer and fall." 
1 hose print ho)s just never pve up. 

Coals to Newcastle: A Northuest 
Orient Airllm^s hrochure outline? 
plans for a V\ (^diS. Miami, radio lour 
lo Hawaii. Floiida to Hawaii?? ?? 

MR: Here are tin* reasons \n omen 

iisnall\ make a purchase: 

I 1 I l>ecaus(* il is important. 

1 2 ) l:(M ause her hushnnd doe>n*l 

think she -hould. 

I '.\ I I'ccause hei niMghhor.s can t 
alTord tnic. 

\ 1 1 l*(M'aU"-e it u ill maU' her lo-ik 
thin. 

I t lu'ccu-'e huNiug it Nvill sa>e 
mono} . 

tOl Recause e\er\h()d\ has one. 

(7i l)(M-ause uohod\ has one. 

i l\ I Het ausc. C!harl(»s W Malliis. 

Riddle: >inging -tar Jinimie Kodgers 
(Liggett \ \hersl rcc(M\('d the fol- 
lowing from a niu(^-\ <*ai-old k(*wanne. 
III., girl: 

**1 just haj»pened to think of a joke 
ahout \oui* ■>pon"-or. ().: Wow man} 
letter- in the alphahel? A.: 21-- 
I \M ju"-l got kicked out for smok- 
ing." 

Expert: V small l)o\ -tood h} watch- 
ing th(* t\ r(*])aiiman working on tlu* 
famih s(*t \Nhich had goiu^ had. 

**1 let I know whatV wrong." said 
the ( hild. 

**\\ hat?" ask(Ml the repairman. 

'*lt'- full of dead (m)w1)o\s." 
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C'mon downtown, in Kansas City 



Exciting things are happening there. 

Stores open at night. Free bus rides. Free 
parking when you shop. Two for the price 
of one at the movies. 

It's all the work of the Kansas City Down- 
town Commission. They're creating a com- 
mercial renaissance for themselves along 
Main, Grand and Walnut. Everyone, to bor- 
row the slogan, is coming on downtown. 



And when they do, KCMO-TV can help make 
sure they're in a buying frame of mind, so 
far as you're concerned. For more people 
watch KCAAO-TV (according to ARB and 
Nielsen) than any other station. 

It's not so hard to understand why. KCAAO- 
TV means Kansas City, Missouri. And KCMO- 
TV broadcasts at maximum power from the 
world's tallest self-supported tower. 



C MO-TV 



KANSAS CITY 


KCMO 


kCN'O-TV 


The Katz Agency 


SYRACUSE 


WHEN 


WHEN-TV 


The Katz Agency 


PHOENIX 


KPHO 


KPHO-TV 


The Katz Agency 


OMAHA 


WOW 


WOW-TV 


John Blair &Co.--Blair-TV 


TULSA 


KRMG 




John Blair & Co. 



Jac Hartcnbowcr, General Manager 
Sid Tremble, Statian Manager 

Represented Nationally by Katz Agency. 

Meredith Stations Are Affiliated w.th 
BETTER HOMES and GAROENS and 
SUCCESSFUL FARMING Magazines. 



"^Iie most lieaueiiiii niuMc ♦ ♦ ♦ 



'J 




... comes from WDOK 



mo K 




1 



USIC FOR NORTHERN OHIO 



GOOD MUSIC IS OUR BUSINESS 



The most heavenlv music comes 
from W'DOK . . . good music that 
never insults \'our intelligence. 
When you listen Zo Cleveland's 
good music station, you — the 
\oung adult or adult — know 
that the best things in life are 
free. 

Wn^OK is constantly eager to 
serve and does serve the public in 
all worthy causes and civic affairs. 
This is evidenced daik. Listeners 
write, telephone or personally see 
us: the comments are identical. 
They love usi 



How did listener infatuation de- 



velop? 



Thi;, lovaltv* grew from tu^o 
ideas: Good music and continu- 
ing newscasts. Besides W^DOK's 
outstanding musical programs, it 
produces local newscasts with its 
own roving mobile units and sup- 
plements this with national news 
from the Mutual Broadcasting 
System. 

The latest Nielsen rating showed 
W^DOK No. 2 nnd No. 1 among 
all Cleveland stations. 



Mil CIVIC likOAHC ASH RS. INC., 1515 LrCI.II> AXTNri , CllVIKANI) 15, OHIO — MAiii 1-2890 
Got lull porticulars from Broadcast Time Sales, 509 Madison Avenue, New York, 



